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Pages  from  the 
FLORIDA  TODAY 
special  report  on 
Interstate  95  dangers 
and  deaths. 


More 

D^GEROUS 


Deaths  rise  as  sp68d,  traffic  climb 


Interstate  95  in  Florida  is  more  dangerous  and  deadly  than  ever 
for  drivers. 

Reporters  from  FLORIDA  TODAY  in  Brevard  County  conveyed 
that  danger  in  a  10-page  special  section  after  examining  data  from 
nearly  30,000  crashes  on  1-95  over  five  years. 

One  dramatic  finding:  The  number  of  deaths  had  doubled  in 
that  period. 

But  the  analysis  went  much  deeper.  It  determined  the  most  frequent 
kinds  of  accidents  and  their  causes.  It  pointed  out  that  long  sections  of 
the  highway  have  not 
been  improved  in  50 
years.  And  it  exposed 
a  shortage  of  highway- 
patrol  officers  to  moni¬ 
tor  increased  traffic. 

The  newspaper  also 
showed  the  human 
toll  through  stories  on 
families  of  victims  and 
accounts  of  129  lives 
lost  since  1994. 

After  its  initial  report,  the  newspaper  hosted  a  forum  to  allow  citizens 
to  express  concerns  to  officials  and  offer  suggestions  on  how  to  improve 
highway  safety. 

The  newspaper’s  efforts  prompted  immediate  attention.  State  and 
local  officials  have  initiatives  under  way  to  make  1-95  safer.  And 
millions  of  motorists  who  travel  the  highway  in  Florida  each  year  have 
FLORIDA  TODAY  to  thank  for  that. 
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Newspaper  exposes 
a  deadly  interstate, 
prompts  action 
to  save  lives 
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Donna  Britt  and  Kevin  Merida  of  The  Washington  Post 

are  tivo  colmnn-uriting  stars  who  happen  to  be  married  \\J  iri'l 

to  each  other.  JSeither  can  be  positioned  along  the  ideo-  *  *  Xl^X  i 

logical  spectrum,  hut  both  exhibit  strong  fundamental  i  ||  |  Lf 

values  on  social  and  political  issues  that  affect  us  all.  \J  X 

They  offer  fresh  thinking  to  newspaper  opinion  and  lifestyle  pages.  Their  columns, 

which  will  alternate  each  week,,  start  March  25  in  newspapers  everywhere. 
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THE  HISTORY  CHANNEL 


Having  the  archives  of  the  New 
York  Post  online  is  fundamentally 
important  [“AT.K  Post  to  put  entire 
archives  online,”  E&P  Online,  Feb.  28]. 

I’m  a  history  buff,  and,  contrary  to  the 
conventional  wisdom,  history-  is  not  dull 
—  it  is  terrify-ing.  The  reality  of  our  past: 
Abraham  Lincoln’s  1861  unconstitutional 
“suspension”  of  habeas  corpus,  Woodrow 
Wilson’s  1915  House-Grey  Memorandum 
to  the  British,  Franklin  Delano  Roosevelt’s 
1941  oil  embargo  on  Japan  and  the 
resulting  attack  on  Pearl  Harbor  —  all 
need  to  be  made  plain  to  the  people,  and 
having  access  to  the  contemporary 
newspaper  articles  from  those  times 
will  give  stark  proof  of  how-  the  American 
people  were  bamboozled. 

AL  KIRKE 

Plano,  Texas 


brave  souls  relaunched  the  paper  last 
November  after  it  was  bought  from 
Hearst  Corp.  by  the  determined  Ted 
Fang  and  his  family. 

So  much  to  do  and  so  little  time.  I 
wouldn’t  wish  those  days  on  a  journalism 
professor.  But  launch  it  she  did,  and  now- 
the  Examiner  is  doing  just  fine,  thank 
you.  There  are  plaudits  aplenty  for 
Marty-  Steffens. 

Now  Marty  works  as  an  editorial  con¬ 
sultant  for  the  Fang  publishing  interests.  I 
have  not  yet  had  the  pleasure  of  working 
with  her,  but  I  do  look  forw-ard  to  it. 

DAVID  BURGIN 
EDITOR  IN  CHIEF 
The  San  Francisco  Examiner 

6ETTIN6THEHAH60FIT 


‘EX' POST  EACTO 

How  DARE  YOU!  COMPARING  ME 
in  looks  to  the  current  versions 
of  Rod  Steiger  and  Marlon 
Brando  was  a  terrible  thing  [“Hot  Type,” 
Feb.  26,  p.  28].  My  wife  Judy  thinks  I  am 
more  a  cross  between  Matt  Damon  and 
Brad  Pitt,  I’ll  have  you  know.  Your  writer 
is  old  and  un-hip. 

At  the  same  time,  sincerely,  I  regret 
very  much  the  quotes  attributed  to  me 
and  judgments  made  by  the  writer  with 
regard  to  my  predecessor  as  editor  of  The 
San  Francisco  Examiner. 

I  have  never  met  Marty-  Steffens,  but  I 
do  know  a  great  deal  about  the  absolute 
hell  she  went  through  as  she  and  other 


G[“The  newby-  plagiarism,”  Jan.  8, 
p.  21].  It  should  be  cut  out  and 
hung  on  the  wall  of  every  j-school  in 
America. 

BOB  ENGLEHART 

EDITORIAL  CARTOONIST 
The  Hartford  (Conn.)  Courant 

Clarification 

In  an  article  centered  around  E&P’s 
Interactive  Newspapers  Conference  and 
Trade  Show  (“From  the  trenches,  a 
different  view,” March  5,  p.  17),  E&P’s 
meaning  was  ambiguous  in  a  sentence 
based  on  statements  made  by  Deb  Ward, 
SF  Gate’s  online  classified  manager.  The 
sentence  should  have  read:  “Since  SF  Gate 
is  ‘making  a  killing  in  recruitment,’ it  is 
‘going  to  focus  on  what  makes  [it]  money,’ 
said  Ward.” 


REAT  EDITORIAL  ON  PLAGIARISM 


- 50  YEARS  AGO  -- 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


MARCH  17,  1951: 

Robert  W.  Orr  &  Associates  Inc.,  a 
New  York  advertising  agency,  ran 
this  week  a  1,170-line  ad  in  The 
New  York  Times  that  was  head¬ 


suffering  from  bottle  fatiguer 
The  copy  frankly  admitted  that 
the  agency  was  on  the  prowl  for 
a  liquor  account. 


its  way,  the  wire  service's  clients 
would  have  received  execution 
pictures  of  the  “Lonely  Heart 
Killers,”  Martha  Beck  and  Ray¬ 
mond  Fernandez,  who  died  at 


lined,  “Is  liquor  advertising  If  International  News  Photos  had  Sing  Sing  March  8. 
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'  Hie  data  you  need, 
in  the  fbimat  you  want 


Finns  ■  Ad  Special 


Your  source  for  information,  data,  services 
and  key  individuals  in  the  advertising  industry. 


Available  in  print,  CD-ROM  or  online. 

1-800-468-2395  or  www.adweek.com/directories 
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Danger  signs  pnpping 
up  across  the  conntiv 


Papers  suffer  as  U.S.  economy  falters: 
Belts  are  tightened,  editions  shrink, 
and  the  news  of  layoffs  spreads 

BY  LUCIA  MOSES 

The  outlook  for  the  newspaper  business 
has  gone  from  bad  to  worse. 

Three  months  ago,  forecasters  were  hopeful 
that  the  advertising  slowdown  would  be  short-lived 

and  that  conditions  would  im- _ 

prove  in  time  to  put  a  bow  on 
the  holidays. 

Since  then,  the  economic 
climate  has  darkened,  as  has 
the  national  mood.  On  Feb.  27, 
the  Conference  Board  reported 
that  U.S.  consumer  confidence 
had  fallen  for  the  fifth  straight 
month,  to  a  4V2-year  low. 

And  newspaper  ad  revenue 
declined  1.4%  in  January, 
according  to  Deutsche  Banc 
Alex.  Brown.  Analysts  called  it 
the  worst  month  in  eight  years 
as  they  reached  for  their 
erasers  to  revise  downward 
their  predictions  for  2001. 

“Now,  nobody  believes  that 
second-half  recovery  will  ma¬ 
terialize,”  said  Michael  Beebe,  a 
newspaper  analyst  for  Goldman  Sachs. 

Newspapers  that  got  the  bulk  of  the  dot-com, 
financial,  and  technology  sector  spending  windfall 
last  year  are  suffering  the  toughest  comparisons. 

Dow  Jones  &  Co.  Inc.  and  the  New  York  Times  Co., 


www.editorandpublisher.com 


two  beneficiaries  of  that  revenue,  issued  first-quarter 
earnings  warnings  last  week. 

Dow  Jones  said  ad  linage  at  The  Wall  Street  Journal 
was  expected  to  decline  by  25%  to  30%  in  the  quarter, 
versus  a  38.2%  increase  in  the  first  quarter  last  year. 
The  company  said  it  expected  16  cents  to  20  cents  in 
earnings  per  share  in  the  quarter;  a  First  Call  Corp. 
consensus  estimate  called  for  56  cents  EPS. 

“In  the  year-ago  periods,  the  technology  and 
finance  sectors  were  particularly  buoyant,”  Chair¬ 
man  and  CEO  Peter  Kann  said  in  a  conference 
_ call.  “This  year,  the  tech¬ 
nology  and  financial  sectors, 
especially  tombstones,  are 
particularly  weak.” 

Dow  Jones  said  it  would 
reduce  costs  by  as  much  as 
$60  million  this  year,  in  part 
by  an  undetermined  number 
of  layoffs. 

The  Times  Co.  said  it  ex¬ 
pected  first-quarter  EPS  of  35 
cents  to  38  cents,  compared 
with  47  cents  in  the  same  peri¬ 
od  last  year.  A  First  Call  con¬ 
sensus  estimate  was  looking 
for  45  cents  EPS  this  quarter. 

Other  economic-related 
news  leaked  out  last  week. 
Word  came  from  the  San  Jose 
(Calif.)  Mercury  News  that 
it  expected  to  have  layoffs 
because  of  the  softening  Silicon  Valley  economy. 

“In  addition  to  a  significant  increase  in  the  cost  of 
newsprint  and  a  significant  and  unexpected  spike  in 
the  cost  of  utilities,  we  are  hit  especially  hard  by  the 
sharp  drop  in  recruitment  advertising,  as  fewer  Valley 


ER80II0MICS 


With  two  votes 
separated  by 
less  than  24  hours. 
Congress  last  week  re¬ 
scinded  a  far-reaching  - 
workplace  safety  rule 
put  in  place  in  the 
closing  weeks  of  the 
Clinton  administration. 

The  Republican-led  - 
votes  in  the  Senate 
(56-44  on  Tuesday) 
and  the  House  of 
Representatives  (223- 
206  on  >Afednesday) 
marked  an  earty  arxl 
decisive  beatmerrt  of  a 
top  Washington  issue 
for  newspaper  publish-' 
ers.  Like  other  busi¬ 
ness  owners,  they 
argued  the  ergonomics 
rules  were  too  costly. 

Unions,  such  as 
The  Newspaper  (>uild, 
supported  the  rules, 
saying  they  would  pre¬ 
vent  common  injuries 
from  lifting  and  other 
repetitive  motions. 

-  TODD  SHIELDS 

APPEAL’S  FILED 
BYMEDIAliEWS 

Salt  Lake  Tribune 
owner  Media- 
News  Group  Inc.  is 
appealing  a  Utah 
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E  &  P  NEWS 


federal  judge's  ruling 
that  remsed  changes 
MediaNews  made  in 
the  Tribune’s  joint 
operating  agreement 
(JOA)  with  The 
Deseret  News. 

MediaNews 
replaced  two  Tribune 
managers  with  its  own 
appointees  in  the 
newspapers'  JOA 
agency  shortly  after 
buying  the  paper  in 
January.  The  two  were 
reinstated  after  a  Feb. 
21  court  ruling. 

-  LUCIA  MOSES 

mmm 

CLIMB  1.6% 

Retail  sales 
rose  1.6%  last 
month,  according 
to  the  Goldman  Sachs 
retail  composite  index 
reported  by  Bloomberg 
News  last  week.  It 
was  less  than  the 
3.4%  gain  in  January 
and  the  5.1%  increase 
in  February  2000. 

Retailers  such  as 
Talbots  Inc.,  Wal-Mart 
Stores  Inc.,  and  Kmart 
Corp.  led  the  way, 
with  same-store  sales 
rising  9.3%,  4.3%, 
and  3.3%,  respective¬ 
ly.  Analysts  cited  a 
post-holiday  shopping 
slump  for  the  reduced 
sales  increase,  but 
said  discount  retailers 
benefited  from  a  con¬ 
sumer  push  toward 
lower-priced  outlets. 

-  JOE  STRUPP 

FCCRBIESKO’D 
BYD.C.  COURT 

Critics  of  rules 
that  limit  news¬ 
paper  purchases  of 
broadcast  stations  are 
taking  heart  from  a 


companies  hire  while  more  announce  hiring  freezes 
or  layoffs,”  Chairman  and  Publisher  Jay  T.  Harris  said 
in  a  statement. 

Another  Knight  Ridder  paper,  The  Kansas  City 
(Mo.)  Star,  said  it  would  reduce  the  number  of  pages 
of  its  issues  on  Monday,  when  readership  is  low  any¬ 
way.  The  news  followed  similar  announcements  by 
other  newspapers  in  the  Knight  Ridder  group.  (The 
company  said  last  month  that  its  first-quarter  earn-  | 
ings  would  be  down  “modestly”  because  of  soft  ad  rev¬ 
enue  gro^vth,  higher  newsprint  prices,  and  costs 
associated  with  The  Seattle  Times  strike.)  | 


ty  years  ago,  he  contended,  newspapers  could  raise 
ad  rates  more  easily  and  were  less  cost-disciplined  as 
a  result.  Since  then,  newspapers  have  had  trouble 
with  the  retail  category  and  have  responded  by  par¬ 
ing  staff.  “These  are  not  poorly  run  companies  with 
a  lot  of  fat,”  he  said. 

Nevertheless,  newspapers  are  making  the  usual 
moves  to  watch  expenses  closely,  cutting  staff  and  de¬ 
ferring  major  purchases.  Raising  circulation  prices  — 
as  the  Los  Angeles  Times,  The  New  York  Times,  and 
The  Wall  Street  Journal  are  doing  —  is  one  way  to 
make  up  for  lost  ad  revenue  while  cutting  newsprint 


The  moves  haven’t  come  without  protest.  Luther  usage  and  purging  less-loyal  readers  in  a  downturn. 
Jackson,  executive  officer  for  the  San  Jose  Newspaper  While  advertising-sensitive  companies  like  news- 

Guild,  which  represents  about  800  Mercury  employ-  papers  tend  to  feel  the  first  effects  of  a  slowdown,  they 
ees,  questioned  the  wisdom  of  layoffs  when  the  paper  j  also  tend  to  recover  earlier,  and  analysts  believe  things 
remains  highly  profitable  and  is  trying  to  build  a  pres-  will  start  to  pick  up  by  2002. 
ence  in  the  competitive  San  Francisco  market.  “We’re  :  By  then,  newsprint  prices 
comparing  ourselves,  especially  in  recruitment  adver-  also  could  be  more  favorable, 
tising,  to  an  incredibly  good  year  last  year,”  he  said.  and  companies  should  have 

Compounding  the  ad  spending  slowdown,  news-  reduced  or  eliminated  their 
print  prices  could  go  up  this  year.  Publishers  have  i  Internet  losses, 
downplayed  the  likelihood  of  a  price  in¬ 
crease,  pointing  to  decreasing  ad  demand.  iirc  lilt ...  hjir 

by  the  sharp  drop 

Newspapers  have  high  fixed  costs,  m  rCCrilltlllCnt 
which  makes  it  difficult  to  manage  in  a  .  j  ,  t  *  *  /  ” 

downturn,  and  companies  today  have 

fewer  levers  to  use  when  the  economy  _ j;^Y  j  ha 

sours,  Groldman  Sachs’  Beebe  said.  Twen-  San  Jose  Mercury  . 


“We  are  hit ...  hard 


ill  recruitment 
advertising.” 


—  JAY  T.  HARRIS 

San  Jose  Mercury  News 


BY  LUCIA  MOSES 


W  revenue  out¬ 
look  for 

newspapers  in  the  short 
term  increasingly  dis¬ 
mal,  Wall  Street  ana¬ 
lysts  are  lining  up  in 
their  cautious  views 
on  publishing  stocks. 

The  average  ana¬ 
lyst’s  recommendation 
for  the  publishing  in¬ 
dustry  last  week  was 
2.2  —  a  buy  being  2 
£uid  a  hold,  or  neutral, 
being  3  —  according 
to  First  Call  Corp. 

Several  analysts  main¬ 
tain  neutral  recommen¬ 
dations  on  all  or  most  of 
the  group,  a  recommen¬ 
dation  understood  to 


mean,  more  or  less,  sell.  fleeting  the  difficult  ad- 

“We  are  cautious  on  vertising  environment.” 
the  newspaper  group  as  ,  Morgan  Stanley  Dean 
a  whole,”  said  Goldman  |  Witter  and  Merrill 
Sachs  analyst  Michael  '  Lynch  issued  neutral  rat¬ 
ings  on  the  group.  In 
^  eWSDUner  ^  March  2  comment, 

.  *  Morgan  Stanley  said 

lUpciniGSj  JirC  it  would  not  recom- 

ble,  very  mend  any  newspaper 

'  ^  ^  stocks,  citing  deterio- 

jfitable,  rating  ad  trends  for 

d  healthy.” 

Memll  recently  re- 

—  LELAND  WESTERFIELD  vised  its  growth  fore- 
UBS  PaineWebber  cast  for  2001  U.S.  ad 
spending,  from  a 
iebe,  who  is  neutral  on  i  range  of  4%  to  4.5%, 
e  group  except  for  i  from  5.5%  to  6%.  (See 

ilitzer  Inc.,  rated  a  buy.  j  related  story,  p.  25.) 

Ve’re  convinced  there  UBS  PaineWebber  an¬ 

il!  be  further  negative  i  alyst  Leland  Westerfield 
timate  revisions  re-  i  maintains  strong  buy 


“[Newspaper 
companies]  are 
stable,  very 
profitable, 
and  healthy.” 


Beebe,  who  is  neutral  on 
the  group  except  for 
Pulitzer  Inc.,  rated  a  buy. 
“We’re  convinced  there 
will  be  further  negative 
estimate  revisions  re- 


!  recommendations  for 
j  the  Tribune  Co.  and  New 
j  York  Times  Co.,  but  he’s 
I  neutral  on  the  rest  of  the 
I  group. 

Westerfield  looks  for 
newspaper  industry 
cash-flow  growth  — 
after  rising  at  a  com¬ 
pounded  annual  rate  of 
16.1%  from  1995  to  1999 
—  to  be  0%  to  -5%  this 
year  and  not  enter  posi¬ 
tive  territory  until  next 
year.  Still,  he  under¬ 
scored  the  attractiveness 
of  newspaper  companies 
as  strong  profit  produc¬ 
ers  with  low  debt. 

Said  Westerfield, 
“These  are  stable,  veiy 
profitable,  and  healthy 
I  companies.”  11 
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I  ‘Herald’  redesign  makes  debut 


And  the  ‘Chicago  Tribune’  has  one 
inthe  works  for  next  week  M 

BY  MARK  FITZGERALD 

CHICAGO 

Chicago  newspapers  are  showing  new 
faces  to  the  world. 

Last  Monday,  the  Daily  Herald  in  Ar¬ 
lington  Heights,  Ill.,  brought  out  its  first  re¬ 
design  since  1986  —  a  period  when  it  nearly 
doubled  its  circulation  fi'om  about  74,000  to 
145,902.  Next  Monday,  the  market-leading 
Chicago  Tribune,  with  a  weekday  circulation  of  iimiiit 
618,097,  unveils  the  long-awaited  redesign  that 
will  coincide  with  its  narrower  web  width.  ISSiT 
Neither  redesign  is  a  radical  departure.  Both 
leaned  hard  on  research  to  come  up  with  better  | 

7]  organization  to  al- 


BUSHOraNS  . 
door  TO  DALEY  E 


low  readers  to 


Commifiiy 


How  do  you  move  on. 


speed  through  the 
papers  —  or  not. 

“We  can  deliver 
value  to  people 
who  read  us  a  lot  and 
value  it  a  lot  —  and  to  the 
people  who  don’t  read  us 
1  much  but  could  find  a  lot 
to  value,”  said  Owen 
Youngman,  the  Tribune's 
vice  president  of  develop¬ 
ment.  Montreal  designer 
Lucie  Lacava  assisted 
editorial  in  the  redesign. 

A  Herald  of  things  to 
come  in  Chicago  market 


Among  the  most  no¬ 
table  changes  in  the 
Tribune-.  The  Friday 
entertainment  tabloid 
becomes  a  broadsheet. 

Body  type  fonts  and 
size  will  remain  the 
same  despite  the  news- 
print-saving  narrower 
width,  said  Young- 
man,  who  added,  “We 
didn’t  recapture  all 
of  that  newsprint 
savings.” 

„  ^  The  Daily  Herald 
^  I  i  will  not  be  reducing 
its  own  web  width 
until  new  presses  are 
“  up  and  running  in 
two  years. 

But  the  paper  could  not 
wait  that  long  for  a  re¬ 
design,  Publisher  Daniel 
E.  Baumann  said.  “The 
look  had  not  only  become 
dated,  but  the  design  rules  have  sort  of  eroded  over 
the  years,”  he  said. 

Norfolk,  Va.-based  designer  Alan  Jacobson  said 
his  goal  was  to  change  the  paper’s  look  “from  a  folksy 
hometovm  paper  into  one  that  reflects  its  more 
sophisticated  audience,  to  give  it  more  of  a  metro  feel 
without  being  quite  so  imposing  or  distant.” 

The  market’s  second-biggest  paper,  the  471,031- 
circulation  tabloid  Chicago  Sun-Times,  has  post¬ 
poned  its  long-planned  redesign  indefinitely  because 
of  installation  problems  with  its  new  presses.  S! 


Texas  -  The  Lone  Paper  State 

Morris  to  merge  its  two  Amarillo  dailies 


BY  MARK  FITZGERALD 


CHICAGO 

Texas  just  ain’t 
big  enough  for  a 
two-paper  town 
anymore. 

Come  April  30, 

Amarillo  will  join 
Dallas,  El  Paso,  Hous¬ 
ton,  and  San  Antonio  in  | 
the  ranks  of  one-paper  I 

cities.  That  day,  Morris  j 
Communications  Corp.  j 
will  merge  its  slumping  I 


[  ewenmgAmarillo  Globe 
\  Ti/ncs  with  its  morning 
I  Amarillo  Daily  News  to 
I  create  the  a.m.  cycle 
I  Amarillo  Globe-News  — 
j  and  the  Panhandle  city 
I  of 170,000  will  lose  its 
I  distinction  as  the  last 
I  Texas  city  with  two  deiily 
newspapers. 

“The  readers  have 
pretty  well  spoken,” 
Publisher  Caret  von 


Netzer  said.  “We  had 
been  somewhat  insulat¬ 
ed  from  the  trend,  but 
in  the  past  couple  of 
years  afternoon  reader- 
ship  went  down  fast.” 
Circulation  of  the  77- 
year-old  evening  Globe 
Times,  which  was  more 
than  26,000  in  1988, 
collapsed  to  13,510  in 
the  most  recent  Audit 
Bureau  of  Circulations 


reporting  period.  In  the 
same  period,  circulation 
of  the  morning  paper 
remained  essentially 
flat  at  42,312. 

Because  there  are 
only  800  subscribers 
who  get  both  papers, 
von  Netzer  said  he  is 
hopefiil  the  merged 
paper  will  be  an 
opportunity  to  grow 
circulation. 


11 


ruling  affecting  the 
cable  TV  industry. 

The  U.S.  Court  of 
Appeals  for  the 
District  of  Columbia 
on  March  2  voided 
Federal  Communica¬ 
tions  Commission 
rules  that  restrict 
cable  TV  ownership. 
The  court  said  the 
FCC  may  set  such 
limits,  but  that  hie 
agency  faiied  to  lay 
out  a  rationale. 

The  court  used 
much  of  the  same 
logic  that  newspapers 
employ  in  arguing  for 
the  elimination  of  the 
FCC's  cross-owner¬ 
ship  ban.  That  rule 
bars  common  owner¬ 
ship  of  a  newspaper 
and  a  broadcast  sta¬ 
tion  in  the  same  mar¬ 
ket.  -  TODD  SHIELDS 

ACCESHEEKS 
ACCESS  TO  $$$ 

Access  Internet 
Magazine  is 
launching  its  fourth 
round  of  financing  in 
less  than  three  years, 
according  to  co¬ 
founder  Mike  Veitch, 
who  said  the  push  for 
new  investment  is  a 
sign  of  success,  not 
financial  problems. 

“We’re  right  on 
schedule,”  said 
Veitch,  president  and 
CEO  of  Access  Media 
Inc.  “This  is  where 
we  thought  we’d  be 
and  when  we  thought 
we’d  be  there.” 

Veitch  told  EU*  the 
Sunday  newspaper 
supplement  had 
raised  “less  than  $50 
million”  since  it 
launched  in  1998, 
with  the  last  $17 
million  coming  in 
August.  He  said 


www.editorand publisher.com 
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the  new  EOS  030 


Enter  the  digital  age  of  photography  with  the  world’s  Digital  camera 
smallest,  lightest,  3  megapixel  SLR*.  Groundbreaking  technology  works 
hand-in-hand  with  over  50  EF  autofocus  lenses.  With  all  the  features  of  a 
professional  SLR  and  full  compatibility  with  Type  I  and  II  CompactFlash’''^ 
memory  cards,  the  newest  member  of  the  EOS  system  begs  the  question. 
Are  you  digital  yet? 


Editor  Mort  Saltzman  j 
told  LaMont. 

Twin  Cities  readers 

had  tangible  evidence  of  ^  ^ 

the  5tar  TniMne’s  alleged  jan 

liberal  tilt,  since  the  St.  | 

Paul  Pioneer-Press  —  I 
like  the  Herald,  a  Knight 
Ridder  paper  —  ran  the 
Miami  story  on  Page 
One  the 

Strib  ignored  it  alto- 

gether.  Lou  Gelfand,  H 

the  Strib  ombudsman,  v 

wrote  that  was  a  mis-  M 

take  by  a  lowly  Sunday  ■ 

.  ,  ^  .  ,.^  j  “Read  my  fingers  —  I  won. 

night  wire  editor  and 

not  instructions  from  the  Kremlin  that  drove  the  de¬ 
cision.  “It  was  an  embarrassing  goof,  a  human  error 
devoid  of  political  skullduggery,”  Gelfand  wrote. 

Ombudsman  Michael  Getler  of  The  Washington 
Post  wrote  March  4  that  “dozens”  of  the  paper’s  politi¬ 
cally  savvy  readers  complained  that  the  “liberal”  Post 
had  buried  the  story  on  inconsequential  page  A4  in¬ 
stead  of  the  front  page.  It  was  difficult  for  Getler  to  ex¬ 
plain  the  real  reason  the  Post  buried  the  story:  The 
Post  is  part  of  a  competing  “consortium”  of  major 
newspapers  conducting  their  own  Florida  recount. 

Getler,  in  print,  admitted  this  “a  difficult  policy  for 
the  Post  to  explain  to  its  readers,  who  might  question 
its  motives.”  The  Miami  Heralds  statewide  under¬ 
vote  count  is  nearing  completion;  the  consortium’s 
Florida  recount  is  proceeding  slowly,  with  results 
due  next  month.  11 


circulation  was  up,  to 
11  million  from  9.3 
million,  in  the  last  six 
months.  The  maga¬ 
zine  runs  in  85  news¬ 
papers  now  versus 
83  in  August. 

-  JOE  STRUPP 


Readers  say  ‘Miami  Herald’  undervote 
story  downplayed  by  several  papers 


Hollywood, 

where  hawkers 
sell  more  newspapers 
than  in  any  other 
southern  Florida 
municipality,  rejected 
a  ban  on  street  sales 
by  a  4-3  vote  last 
Wednesday.  Also  last 
week,  the  city  of 
Hallandale  dropped 
restrictions  on  hawk¬ 
er  sales  of  the  Home¬ 
less  Voice  and  agreed 
to  pay  $15,000  to 
settle  a  lawsuit 
brought  by  Sean 
Cononie,  publisher  of 
the  paper  produced 
and  sold  by  residents 
of  a  Hollywood  home- . 
less  shelter. 

A  recent  increase 
in  newspaper 
hawking,  especially 
by  the  red  T-shirted 
homeless  vendors, 
has  prompted  many 
Miami-area  communi¬ 
ties  to  pass  laws 
restricting  or  banning 
street  sales. 

-  MARK  FITZGERALD 


BY  WAYNE  ROBINS 

You  WOULD  THINK  NEWS  THAT  PRESIDENT 
Bush  is  Still  leading  in  the  Florida  ballot 
recount  would  make  headlines  around  the 
country.  But  The  Miami  Heralds  Feb.  26  story, 
headlined  “Dade  Undervotes  Support  Bush  Win,” 
which  moved  the  night  before  on  both  The 
Associated  Press  and  Knight  Ridder  wires,  was  not 
widely  or  well-played  at  some  major  papers  around 
the  country. 

The  Sacramento  (Calif.)  Bee,  the  Minneapolis  Star 
Tribune,  and  The  Washingon  Post  all  were  accused 
by  readers  of  showing  liberal  bias  by  underplaying 
or  ignoring  the  Herald  stoiy. 

Bee  editors  felt  the  sting  of  reader  wrath  for  bury¬ 
ing  the  story  on  the  last  page  of  the  “B”  section. 
In  hindsight.  Bee  editors  acknowledged  in  print 
that  the  play  was  a  mistake,  in  a  column  by  Om¬ 
budsman  Sanders  LaMont.  ‘The  story  merited  page 
Al  for  a  variety  of  reasons,”  Bee  Assistant  Managing 


BY  LUCIA  MOSES 

After  taking  a 
hit  when  the 
value  of  their 
stakes  in  fledg-  ^ 

ling  online  ven-  i 

tures  dropped  I 

last  year,  news-  i  np 

paper  companies  |  ^ 

say  they’ll  cut  |  r 

back  on  such  \ 

equity  invest-  \jM 

ments  this  year. 

The  Tribune  Co., 
which  took  a  $75- 
million  charge  in  the 
fourth  quarter,  will  in¬ 
vest  less  than  originally 
planned  this  year,  said 
Andrew  Oleszczuk, 


president  of  Tribune 
Ventures,  which  has  a 
portfolio  worth  more 
than  $1  billion. 


New  York  Times 
Co.  Chairman 
Arthur  0.  Sulzberger 
Jr.  received  a  com¬ 
pensation  package  of 
$4.7  million  last  year, 
according  to  Reuters, 
which  reported  the 
figure  from  a  U.S. 


The  E.W.  Scripps  Co. 
also  said  it  will  spend 
with  restraint.  “We  still 
think  it’s  a  smart  thing 
to  do,  and  well  continue 
to  make  investments 
prudently,  given  the 
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long-term,  the  Inter-  job  for  shareholders  if  Rich  Fine  said  such  in-  weren’t  made  for  short- 

net’s  going  to  funda-  we  had  a  knee-jerk  vestments  weren’t  a  term  gains,”  she  said, 

mentally  affect  the  reaction  and  got  out.”  waste  of  money,  despite  i  “It’s  still  important  in 

media  business.  We  Merrill  Lynch  pub-  the  losses.  “My  feeling  j  terms  of  the  strategic 

would  not  be  doing  our  lishing  analyst  Lauren  is,  those  [investments]  i  value  they  gained.”  11 

Pols  trj  to  red-flag ‘Sentinel’ 


Judge  idling  in  Dale  Earnhardt  case? 


BY  RANDY  DOTINGA 

SAN  DIEGO 


AS  A  JUDGE  STALLS  ON  A  REQUEST  FROM  THE 
Orlando  Sentinel,  Florida  legislators  and 
Gov.  Jeb  Bush 
are  rushing  to  protect  the 
autopsy  photos  of  racing- 
legend  Dale  Earnhardt 
from  prying  eyes. 

Under  Florida’s  un¬ 
usually  robust  freedom- 
of-information  laws, 
autopsy  photos  are  pub¬ 
lic  documents.  The  Sen¬ 
tinel,  investigating  the 
controversy  over  Earn¬ 
hardt’s  Feb.  18  death  at 
the  Daytona  500,  wants 
a  medical  expert  to  re¬ 
view  the  photos  taken  at  ^ 

,  .  Earnhardt  s  widow,  Teresa, 

his  autopsy. 

“Our  goal  is  not  sensational  journalism;  it  is  ob¬ 
taining  credible  information  in  a  way  that  respects 
the  privacy  of  the  Earnhardt  family,”  wrote  Sentinel 


Earnhardt’s  widow,  Teresa, 


Editor  Tim  Franklin  in  a  March  4  letter  to  readers. 

But  Volusia  County  Judge  Joseph  Will  refused  to 
provide  the  photos,  and  Earnhardt’s  widow,  Teresa, 
is  campaigning  against  their  release.  The  judge  post¬ 
poned  a  March  8  court  hearing  to  March  19. 

Meanwhile,  Florida  state  legislators  introduced  a 
bill  to  ban  public  access 
to  autopsy  photos.  It  is 
expected  to  pass  easily, 
although  one  legislator 
said  it  will  allow  judges 
to  make  exceptions  for 
newspapers. 

“We  did  this  to  stop 
Tom,  Dick,  or  Harry  or 
Ghouls-R-Us  Web  site 
profiting  off  the  misery 
of  the  survivors,”  state 
Sen.  Bill  Posey,  a  Re¬ 
publican,  told  E^P. 
“There’s  not  a  doubt 
<  u-  u  <  .  in  my  mind  that  [the 

Sentinel]  is  going  to 
be  able  to  see  these  photographs.  The  reason  they 
want  to  view  them  is  legitimate,  and  they  ought 
to  be  able  to  do  so.”  II 


'Daily  News*  tabs  Pete  Hamill  for  return 

‘Times’  up  for  new  reporter  Jim  Dwyer 


BY  WAYNE  ROBINS 

JIM  Dwyer,  who 
at  44  is  still  by 
decades  the 
youngest  of  the  two- 
fisted,  populist,  Irish- 
American  columnists 
that  were  once  as 
common  in  New  York 
tabloids  as  foam  on 
beer,  is  leaving  the  Daily 
News  for  a  reporting 
job  on  the  metro  staff  at 
The  New  York  Times. 

“After  15  years  of  col¬ 
umn  writing.  I’m  going 


www.editorandpublisher.com 


:  into  reporting  mode,” 
Dwyer  said  Wednesday 
^  in  a  phone  interview 
from  his  home  in  Man¬ 
hattan’s  Washington 
Heights.  “I  was  a  re¬ 
porter  as  a  columnist,  so 
'  I  don’t  find  it  that  much 
of  a  stretch.”  Dwyer’s 
defection  capped  a  week 
i  of  tumult  in  the  New 
York  newspaper  busi¬ 
ness  that  revived  hopes 
!  that  maybe  the  days  of 
“The  Front  Page”  are  not 
bygone  after  all.  Just  the 


day  before  Dwyer’s 
announcement,  the 
News  crowed  about  the 
return  of  Pete  Hamill, 
the  template  for  all  such 
tabloid  columnists. 

On  March  1,  the  News 
knocked  the  city’  estab¬ 
lishment  on  its  keister 
by  naming  Richard  J. 
Schwartz  as  editorial 
page  editor.  Schwartz, 
42,  has  almost  no  news¬ 
paper  experience,  emd  is 
a  former  adviser  to  May¬ 
or  Rudolph  W.  Giuliani. 


Pundits  presumed 
that  either  the  return  of 
Hamill  or  the  ascension 
of  Schwartz  drove  Dwyer 
from  the  News  into  the 
I  welcoming  arms  of  the 
Times.  Dwyer  said  that 
i  his  “departure  plans” 
from  the  News  were  set 
long  before  Schwartz’s 
announced  arrival. 

And  as  for  Hamill, 

Dwyer  said,  “I  love 
and  treasure  Pete.  Pete 
I  should  write  a  column  as 
long  as  he  can  type.”  (1 


regulatory  filing 
last  week. 

The  report  showed 
that  Sulzberger’s 
compensation  had 
increased  from  $3.7 
million  the  previous 
year,  with  his  bonus 
jumping  from 
$837,200  in  1999  to 
$1.3  million  in  2000. 

Company  President 
and  CEO  Russell 
Lewis  also  saw  a 
bonus  increase, 
from  $1.2  million  in 
1999  to  $1.3  million 
last  year. 

The  generous 
payments  followed 
reports  that  the  me¬ 
dia  company,  which 
owns  The  New  York 
Times  and  The  Boston 
Ghbe  among  other 
properties,  had  seen 
an  earnings  increase 
from  $319.1  million 
in  1999  to  $359.9 
million  in  2000. 

-  JOE  STRUPP 

FAMILY  KILUB 
BY  BAD  BRAKES 

The  three  family 
members  who 
drowned  when  their 
van  plunged  into  the 
Oes  Plaines  River 
while  delivering  their 
newspaper  route  for 
The  Herald-News  in 
Joliet,  III.,  were  the 
victims  of  the  vehi¬ 
cle’s  bad  brakes  and 
not  foul  play,  authori¬ 
ties  said  last  week. 

Police  said  the 
1989  van  carrying 
Karen  Bockhol,  49, 
and  her  adult  chil¬ 
dren,  Tracy  Bockhol, 
26,  and  Thomas 
Bockhol,  23,  on  the 
route  had  fluid  leaks 
in  both  front  brake 
lines  and  had  rear 
brakes  that  were  vir- 
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MARCH 

on  on  America  East/ 
LU  Lu  New  Media 
World,  America  East, 
E&P,  and  13  state  press 
associations,  Hershey 
Lodge  and  Convention 
Center,  Hershey,  Pa. 

01  Reporting 
U  I  Conference  for 
Students  and 
Young  Professionals, 
Investigative 
Reporters  and 
Editors,  Missouri 
School  of  Journalism, 
Columbia,  Mo. 

APRIL 

4NAMME  Annual 
Awards  Banquet, 
National  Association 
of  Minority  Media 
Executives,  J.W. 
Marriott  Hotel, 
Washington 


-CALENDAR 

5n  Spring  National  Forum  Neuharth 
0  High  School  Center,  South  Dakc 


U  U  High  School 
Journalism  Conven¬ 
tion,  Journalism 
Education  Association/ 
National  Scholastic 
Press  Association,  San 
Francisco  Marriott, 

San  Francisco 

H  National  Writers’ 
Workshop,  The 
Hartford  Courant, 
Hilton  Hartford  Hotel, 
Hartford,  Conn. 


Forum  Neuharth 
Center,  South  Dakota 
Newspaper  Associa¬ 
tion,  Crazy  Horse 
Memorial,  Custer,  S.D. 


Maces  Fifth 

Annual 

Conference,  American 
Copy  Editors  Society, 
Westin  Long  Beach, 
Long  Beach,  Calif. 

9Q-9  Annual 

LU  L  Convention, 

Newspaper  Association 
of  America,  Royal  York 
Hotel,  Toronto 


Mono  Annual 
Convention, 
Organization  of  News 
Ombudsmen,  Hotel 
Nikko,  Paris 


91  9(1  Native 
Ul  lU  American 
Newspaper  Career 
Conference,  American 
Society  of  Newspaper 
Editors,  Freedom 


n  10  E&P  First 
U  II  International 
Sales  &  Marketing 
Conference,  Editor 
&  Publisher  Confer¬ 
ences,  Loews  Miami 
Beach  Hotel,  Miami 
Beach,  Fla. 


17  911  ®^**’®*’**y 

ll  LU  Writers 
Seminar,  National 
Conference  of  Editorial 
Writers  Foundation 
and  the  Freedom 
Forum  First  Amend¬ 
ment  Center,  Vander¬ 
bilt  University, 
Nashville,  Tenn. 

JUNE 

3n  World  News- 
U  paper  Congress, 
World  Editors 
Forum,  and  Info 
Services  Expo  2001, 
World  Association  of 
Newspapers,  Hong 
Kong  Convention 
Centre,  Hong  Kong 

NOTE:  To  list 
events,  please  e-mail 
to  calendar@editorand 
publisher.com  or  fax  to 
Calendar  Editor  at 
(646)  654-5370. 


A  Honolulu  Of  a  turf  war  brewing 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF. 

IN  THE  NEWSPAPER 
version  of  the 
Battle  of  the 
Pacific,  The  Honolulu 
Advertiser  and  the 
Honolulu  Star-Bulletin 
will  end  their  joint 
operating  agreement 
Thursday  and  go  to 
war  Friday. 

That’s  when  David 
Black’s  Black  Press  Ltd. 
is  scheduled  to  take 
control  of  the  Star- 
Bulletin  from  Liberty 
Newspapers. 

Tbe  Canadian 
publisher’s  reborn, 
59,748-circulation 
Star-Bulletin  is  adding 
a  morning  edition  and  a 


Sunday  issue.  It 
also  is  getting 
printing,  circula¬ 
tion,  and  advertis¬ 
ing  help  from 
Midweek,  a 
280,000-free-dis- 
tribution  weekly 
that  Black  bought 
in  December.  Mid¬ 
week  has  its  own 
printing  plant,  and 
Black  plans  to 
modernize  it  to 
print  the  Star- 
Bulletin,  which 
will  have  a  circula- 
tion  goal  of 100,000. 

Meanwhile,  the  Gan¬ 
nett  Co.  Inc.-owned, 
106,590-circulation 
Advertiser  says  it  will 
build  a  $70-million 


Black's  Star-Bulletin  ready  to  roll 

printing  plant  in  [  - 

Kapolei  and  relocate  !  ai 

about  400  employees  '  di 
there  in  2004,  when  the  |  tv 
plant  is  set  to  open.  I  e< 
Both  papers  are  plan-  1  Si 


ning  new  editions 
for  head-to-head 
competition.  Coun¬ 
tering  the  morning 
Advertisers  plan  for 
an  afternoon  edition 
and  a  beefed-up 
news  staff,  the 
evening  Star-Bul- 
.ti  letin  will  publish  a 
i  morning  edition. 

Honolulu  thus 
will  be  the  battle¬ 
field  for  one  of  the 
most  hotly  contest¬ 
ed  newspaper  wars 
in  the  United  States 
—  with  the  two  combat¬ 
ants  publishing  two 
daily  morning  editions, 
two  daily  afternoon 
editions,  and  two 
Sunday  newspapers.  11 


tually  inoperable.  The 
Bockhols  disappeared 
Feb.  25  and  were 
discovered  in  the  sub¬ 
merged  van  March  1. 
-  MARK  FITZGERALD 

POST  FINALIZES 


A  Washington  Post 
Co.  subsidiary 
has  finalized  its 
purchase  of  10 
Maryland  publica¬ 
tions,  most  of  them 
community  papers. 

The  move  broad¬ 
ens  the  company’s 
reach  in  suburbs 
dominated  by  its  flag¬ 
ship  daily  —  and  has 
attracted  criticism. 
The  rival  Washington 
Times  in  a  letter  to 
the  U.S.  Justice 
Department  said  the 
purchase  may  raise 
antitrust  concerns. 
Maryland  authorities 
told  the  Post  state 
antitrust  officials  are 
looking  into  the  sale. 
And  a  lawsuit  filed  in 
U.S.  District  Court  in 
Maryland  says 
Gazette  Newspapers 
Inc.'s  purchase  from 
Chesapeake  Publish¬ 
ing  Corp.  violates 
antitrust  law. 

The  suit  was 
brought  on  behalf  of 
Kenneth  C.  Rossignol, 
publisher  of  S(. 

Mary’s  Today,  and 
Berlyn  Inc.,  which 
publishes  the  Prince 
George’s  Sentinel 
and  the  Montgomery 
County  Sentinel. 

Post  Co.  spokes¬ 
man  Chip  Knight  said 
antitrust  allegations 
have  “no  merit.”  No 
price  was  disclosed 
for  the  sale,  which 
closed  March  1. 

-  TODD  SHIELDS 
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CALIFORNIA 
Patrick  J.  Talamantes  to  vice  president  for 
finance,  treiisurer,  and  chief  financial 
officer  for  the  McClatchy  Co.  in  Sacra¬ 
mento  from  chief  financial  officer  at 
Sinclair  Broadcast  Group  Inc.  in  Balti¬ 
more.  He  succeeds  Doretha  Christopti. 

DISTRICT  OF  COLUMBIA 
Jack  McLean  to  director  of  sales  and 
marketing  for  United  Press  International 
from  managing  partner  of  the  Greater 
Washington  Initiative,  a  nonprofit 
economic-marketing  organization. 

ILLINOIS 

Gary  Sawyer  to  editor  of  the  Herald  ^ 
Review  in  Decatur  from  publisher  of  the 
Corvallis  (Ore.)  Gazette-Times.  Sawyer 
succeeds  Peggy  BellOWS,  now  senior  editor 
at  The  News  Tribune  in  Tacoma,  Wash. 

INDIANA 

Paul  J.  Heidbreder  to  publisher  of  The 
Peru  Tribune  and  the  Wabash  Plain 
Dealer  from  advertising  director  of  The 
Monroe  (Mich.)  Evening  News.  Heidbred¬ 
er  succeeds  Don  Swartz,  who  resigned. 

NEW  YORK 

Fred  Stanton  to  production  director  of  The 
Times  Herald-Record  in  Middletown  from 
pressroom  manager.  Stanton  succeeds 

William  Lieb. 

OHIO 

Christine  Jindra  to  assistant  managing 
editor  of  the  Sunday  edition  of  The 
Plain  Dealer  in  Cleveland  from  assistant 
managing  editor  for  features. 

Elizabeth  McIntyre  to  assistant  managing 
editor  for  features  from  Sunday  editor, 
effective  in  June. 


FLORIDA 

Kate 

Marymont 

to  executive  edi¬ 
tor  of  the  News- 
,  Press  in  Fort 

Myers  from  executive  editor  of 
the  Springfield  (Mo.)  News- 
Leader.  Marymont  succeeds 
Terry  Eberle,  now  editor  of  The 
Indianapolis  Star. 


BY  JAMIE  SANTO 
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CALIFORNIA 

Jean  H.  Mordo 

Jean  “John”  Mordo  has  been  named  senior  vice 
president  and  chief  financial  officer  of  Knight 
Ridder  in  San  Jose,  succeeding  Ross  Jones, 
who  retired.  Mordo  most  recently  served  as 
group  executive  vice  president  for  the  interna¬ 
tional  division  of  Scotts  Co.  Inc.  in  Columbus, 
Ohio.  He  previously  held  various  executive  positions  during  18 
years  at  the  Hartford,  Conn.-based  United  Technologies  Corp.,  in¬ 
cluding  stints  as  vice  president  for  finance  and  chief  financial  offi¬ 
cer  of  Pratt  &  Whitney  and  the  Otis  Elevator  Co. 


Freedom  Communications,  Inc. 

has  sold 

Greenville  (MS)  Delta  Democrat  Times 

(12,300  daily  circulation) 

to 

Emmerich  Newspapers 

of  Jackson.  Mississippi 

We  are  pleased  to  have  represented 
Freedom  Communications,  Inc.,  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 


www.editorandpublisher.com 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO  | 

E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 


MARCH  12,  2001  EDITOR  &  PUBLISHER  15 


J 


NEWSPEOPLE 


OREGON 

Brenda  Speth  to  publisher  of  the  Corvallis 
Gazette-Times  from  advertising  director 
for  The  Rapid  City  (S.D.)  Journal. 

Speth  succeeds  Gary  Sawyer  (see 
“Illinois,”  p.  15). 

SOUTH  CAROLINA 

Fred  L.  Foster,  president  and  publisher  of 

the  Anderson  Independent-Mail,  elected 

president  of  the  South  Carolina  Press 

Association. 

Jayne  Speizer,  publisher  of  The  Herald  in 
Rock  Hill,  elected  vice  president  for  daily 
newspapers. 

David  Ernest,  publisher  of  the  Lancaster 
News,  elected  vice  president  for  weekly 
newspapers. 

Patricia  Larson,  publisher  of  the  weekly 
Fort  Mill  Times,  elected  treasurer. 

VIRGINIA 

Pam  Luecke  to  Donald  W.  Reynolds  Pro¬ 
fessor  in  Business  Journalism  at  Wash¬ 
ington  and  Lee  University  in  Lexington 
from  editor  and  senior  vice  president  at 
the  Lexington  (Ky.)  Herald-Leader. 

WASHINGTON 
Paul  Queary  to  Statehouse  correspondent 
at  The  Associated  Press  bureau  in  Olympia 
from  AP  correspondent  in  Juneau,  Alaska. 
Queary  succeeds  Hunter  I  George,  now 
public-life  team  leader  at  The  News 
Tribune  in  Tacoma. 


NEW  YORK 

Dennis 
Sheely 

to  director  of 
sales  and  mar¬ 
keting  for  The 
Times  Herald-Record  in  Mid¬ 
dletown  from  advertising  direc¬ 
tor  at  the  Erie  (Pa.)  Times-News. 
Sheely  succeeds  Charles  Rowe. 


I - -OBITUARIES 

Fred 

I  Lasswell 

I  84,  Died  March  4 
I  “SNUFFY  SMITH”  CARTOONIST 

Fred  Lasswell,  a 
jovial  man  associat- 
I  ed  with  “Barney  Google 
I  and  Snuffy  Smith”  since 
j  the  Great  Depression, 

started  working  on  the  strip  during  a  pivotal  year. 

It  was  1934,  and  “Barney  Google”  creator  Billy 
DeBeck  was  about  to  switch  his  1919-founded 
comic  from  Google’s  urban  milieu  to  Snuffy’s  rural 
i  world.  Lasswell,  just  17  at  the  time,  assisted  in  the 
I  transformation  and  took  over  the  strip  after  De- 
i  Beck  died  in  1942.  Before  and  after  that,  the  comic 
I  brought  several  words  and  phrases  into  the  Ameri- 
I  can  vernacular,  including  “bodacious,”  “heebie- 
j  jeebies,”  “horsefeathers,”  and  “time’s  a-wastin’.” 
i  Lasswell  —  a  generous  person  who  was  also  an 
inventor,  video  producer,  and  computer  expert 
—  died  of  a  heart  attack  in  his  Tampa,  Fla.,  home. 

I  King  Features  Syndicate,  which  distributes 
I  “Snuffy”  to  900  papers,  said  the  strip  will  continue 

with  an  as-yet-unnamed  cartoonist.  —  DaveAstor 


Edward  Bassett 

72,  Died  March  1 
FORMER  EDITOR,  JOURNALISM 
PROFESSOR,  AND  DEAN 

ASSETT  WORKED  AT 

several  newspapers 
I  before  earning  a  doctorate 
j  from  the  University  of 
j  Iowa.  He  then  led  jour¬ 
nalism  departments  at  the 
University  of  Michigan, 
University  of  Kansas,  and 
University  of  Southern 
California.  From  1980  to 
1984,  he  was  executive 
editor  of  the  Statesman 
Journal  in  Salem,  Ore. 

He  later  became  dean  of 
j  the  Medill  School  of  Jour- 
I  nalism  at  Northwestern 


University  and  director 
of  the  University  of 
Washington  School  of 
Communications. 

I  William 
Dwight  Jr. 

!  71,  Died  March  5 
j  FORMER  EDITOR  AND  PUBLISHER 
OF  THE  TRANSCRIPT-TEUGRAM  IN 
j  HOLYOKE,  MASS. 

Dwight  joined  his 
family’s  Transcript- 
I  Telegram  as  a  reporter  in 
1955,  following  two  years 
at  The  Hartford  (Conn.) 
Courant.  He  was  named 
associate  publisher  and 
editor  in  1966,  and  be¬ 
came  publisher  in  1976 


- 

upon  the  retirement  of  his 
father,  William  Dwight. 
The  younger  Dwight 
retired  in  1982.  The 
110-year-old  Transcript- 
Telegram  ceased  publi¬ 
cation  in  1993. 

Mario  Rossi 

83,  Died  Feb.  22 
REPORTER  AND  COLUMNIST  AT  THE 
POST  STANDARD  IN  SYRACUSE,  N.Y. 

A  Syracuse  native, 
Rossi’s  63-year 
tenure  at  The  Post-Stan¬ 
dard  began  as  a  reporter 
at  age  17.  During  his  long 
career  at  the  Syracuse 
Newspapers,  Rossi  rose 
through  the  ranks  to 
serve  as  managing  editor. 
He  retired  in  1982,  but 
continued  to  write  three 
weekly  columns.  He  was 
a  former  president  of  the 
New  York  State  Society  of 
Newspaper  Editors. 

Glenna  Syse 

73,  Died  March  4 
LONGTIME  CHICAGO  SUN-TIMES 
DRAMA  AND  DANCE  CRITIC 

A  DEDICATED  CRITIC 
who  helped  raise  the 
level  of  Chicago  theater, 
Syse  went  to  great  lengths 
to  cover  every  stage  where 
a  Chicagoan  trod.  She 
worked  at  other  U.S.  and 
Canadian  papers  before 
joining  the  Sun-Times  as 
a  reviewer  in  1954.  She 
was  named  drama  and 
dance  critic  in  1958,  and 
senior  critic  in  1986.  Her 
popularity  was  such  that 
the  Second  City  comedy 
group  named  a  1982 
show,  “Glenna  Loved  It.” 


Catherine  Zenger  together  with  the  Arizona 

Gazette  in  Little  Rock, 

able  mention:  Steve 

HnHnuo 

Award  for  freedom  of  .  j  Newspapers  Foundation. 

winner  of  the  2000 

Miller,  KVBC-TV,  Las 

The  Associated  Press 

the  press  and  the  peo-  1 

Hevvvood  Broun 

Vegas;  the  late  Lars-Erik 

and  AP  President  and 

pie’s  right  to  know.  The  The  Newspaper  Guild 

Award.  Hargrove  will 

Nelson,  New  York  Daily 

CEO  Louis  D.  Boccardi 

honor  is  sponsored  by  named  Mary  Hargrove, 

receive  a  $5000  prize. 

News;  and  Carl  Strock, 

1  will  receive  the  2001 

the  University  of  Arizona  associate  editor  of  the 

The  Guild  also  cited 

The  Daily  Gazette, 

1  John  Peter  and  Anna 

department  of  journalism  Arkansas  Democrat- 

three  others  for  honor- 

Schenectady,  N.Y. 
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Several  student  papers  are  teaching  an  insidious  lesson: 
Good  journalists  never,  ever,  touch  the  taboo  du  jour 


At  too  many  high  schools 

and  universities  these  days,  the 
journalistic  silly  season  runs 
the  entire  academic  year. 
Emboldened  by  the  U.S.  Supreme  Courts 
1988  Hazelwood  decision,  principals  are 
imposing  an  ever-broadening  definition 
of  reporting  and  opinion  that  are  too 
“olFensive”  or  “insensitive”  to  publish. 

When  a  provocative  story  actually  makes 
it  into  print,  sparks  really  fly.  Consider  the 
reaction  of  suburban  Detroit  school  author¬ 
ities  to  a  column  in  Plymouth  Salem  High’s 
paper  that  questioned  the 
need  for  Black  History 
Month.  The  column  was 
illogical,  pompous,  and  sure 
to  be  deeply  embarrassing 
to  its  author  by  the  time  he 
is  old  enough  to  buy  beer. 

In  other  words,  a  typical 
student  paper  column. 

But  the  schools  superin¬ 
tendent,  Kathleen  Booher, 
couldn’t  brush  it  oflF  as  just  that.  She 
punished  the  papier’s  faculty  adviser  with 
an  undisclosed  job  discipline,  and  forced 
the  teacher  and  student  to  write  apxilogies 
in  the  next  issue.  Well,  maybe  we  shouldn’t 
say  “forced.”  According  to  a  representative 
of  the  supierintendent,  the  student,  who  is 
white,  agreed  to  apxjlogize  “after  participat¬ 
ing  in  a  series  of  focus  groups  with  minori¬ 
ties  who  were  hurt  by  the  story.”  And  you 
probably  thought  Red  Guard  struggle 
sessions  went  out  with  the  end  of  the  Great 
Proletarian  Cultural  Revolution. 

We  have  no  fundamental  quarrel  with 
the  Hazelwood  decision  recognizing  that 
high-school  administrators  act  as  their 
school  papier’s  publisher,  with  all  the 
pxiwers  to  approve  or  spike  articles  that 


Schools  surely 
fail  if  they  teach 
that  newspapers 
are  intended  to 
he  bland,  boring, 
and  obedient. 


that  pxisition  implies.  But  schools  surely  fail 
their  students  and  society  if  they  teach  the 
youngest  journalists  that  newspiapiers  are 
intended  to  be  bland,  boring,  and  obedient. 

One  danger  is  they  will  graduate  to 
become  self-censoring  editors  such  as  those 
running  the  Daily  Californian  at  the 
University  of  California  at  Berkeley  and  the 
California  Aggie  at  the  UC  at  Davis. 
Recently,  each  papier  ran  a  paid  ad  from 
leftist-tumed-conservative  David  Horowitz 
entitled,  “Ten  Reasons  Why  Repiarations  for 
Slavery  Is  a  Bad  Idea  —  and  Racist  Too.” 

The  papiers  haven’t 
stoppied  apxilogizing  since. 

In  mea  maxima  culpa 
overdrive.  Daily  Cal  Editor 
in  Chief  Daniel  Hernandez 
wrote  that  the  ad  had 
turned  the  papier  into  “an 
inadvertent  vehicle  for  big¬ 
otry.”  With  shocked  italics, 
he  even  dispiaraged  the 
whole  idea  of  advocacy’ 
ads:  “Some  may  subscribe  to  the  First 
Amendment  in  defending  yesterday’s  ad, 
but,  in  my  view  at  least,  freedom  of  spieech 
is  compromised  when  it  is  bought. ...  Buy¬ 
ing  space  to  preach  a  viewpioint  is  unfair. ... 
This  is  why  opinion  pages  exist.” 

Of  course,  if  the  Daily  Cal  won’t  even  sell 
Horowitz  spiace  to  argue  against  repiara¬ 
tions  for  North  American  slavery,  it’s  pretty 
clear  that  this  viewpioint  is  taboo  on  the 
opinion  pages  as  well.  Interestingly,  while 
condemning  Horowitz’s  ad  for  “compro¬ 
mising”  the  First  Amendment,  the  Daily 
Cal  had  no  criticism  at  all  for  the  protesters 
who  ended  a  meeting  with  editors  by  dem¬ 
onstrating  their  own  idea  of  free  spieech: 
They  removed  all  remaining  copies  of  the 
papier  from  news  racks  around  campus. 
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The  new  Battle  of  Boston, 
between  the  'Globe’  and 
the  ‘Herald,’ will  really 
rage  outside  the  city 


Top  earning 


P  - 
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TO  SPREAD  THE  WORD  ABOUT  TODAY’S 

newspaper  war  in  Greater  Boston, 
Paul  Revere  would  have  to  take  a  long 
ride  outside  the  city.  He’d  have  to 
gallop  far  west,  to  such  places  as 
Wellesley  and  Framingham,  and  south,  to  Braintree 
and  Duxbury,  then  journey  north  to  southern  New 
Hampshire  and  other  parts  of  New  England  that 
still  consider  Boston  its  hub. 

These  are  the  places  where  Boston’s  two 
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STORIN:  JOHN  TLUMACKI/THE  BOSTON  GLOBE;  GILMAN:  JOHN  ABBOTT  THE  NEW  YORK  TIMES 


BY  LUCIA  MOSES 


Illustration 
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daily  newspaper  companies  are  fighting  it  out  for  increasingly 
diverse  readers. 

If  they  continued  on  their  established  paths,  The  Boston  Globe, 
the  No.  1  paper  in  the  market,  would  keep  growing  regionally 
while  the  Boston  Herald,  No.  2,  would  remain  on  its  downward 
circulation  spiral.  But  that  scenario  could  change  now  that 
Herald  parent  Herald  Media  Inc.  has  completed  its  purchase  of 
the  Community  Newspaper  Co.  (CNC)  —  a  chain  of  nearly  100 
papers,  mostly  weeklies,  in  the  Greater  Boston  area  —  from 
Fidelity  Investments  for  an  estimated  $150  million. 

With  his  greatly  expanded  coverage  area.  Herald  President 
and  Publisher  Patrick  J.  Purcell  intends  to  compete  for  readers 
and  advertisers  with  the  Globe  on  a  regional  basis.  “It  is  a  threat 


The  Boston  Globe, 
under  Publisher 
Richard  H.  Gilman 
(far  right)  and 
Editor  Matthew  V. 

Storin,  wants 
nothing  less  than 
to  dominate  the 
New  England 
newspaper 
market. 
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to  their  ver\'  existence,”  Purcell  says  with 
a  smile  during  a  recent  interview'  at  his 
office  in  Boston  s  South  End.  Globe 
Publisher  Richard  H.  Gilman  counters: 
“We  feel  extremely  comfortable  and  confi¬ 
dent  with  our  position  as  a  market  leader, 
both  from  the  circulation  and  advertising 
standpoint,  both  in  Boston  and  the  New' 
England  region.” 

The  competition  is  plaving  out  regionally 
because  Boston  is  not  the  citv’  of  Paul 
Reveres  day  —  nor,  for  that  matter,  of  the 
1950s,  when  the  suburbs  were  just  taking 
oft'.  Sprawl  and  the  high-tech  boom  in  the 
city’s  outer  rings  have  expanded  the  borders 
of  the  market.  In  the  city',  gentrification  and 
immigration  have  changed  the  makeup  of 
its  old  neighborhoods. 

The  city  ’s  two  major  dailies,  like  its  other 
institutions,  arc  re-examining  their  roles  in 


this  changing  arena.  For  the  Globe,  the  chal¬ 
lenge  is  to  grow  regionally  while 
keeping  its  urban  base  satisfied.  For  the 
city-centric  Herald,  w'hose  urban  base  is 
shrinking,  the  question  is  whether  it  can 
compete  successfully  against  the  Globe  in 
the  suburbs. 

Capturing  the  interest  of  readers  living 
farther  and  farther  from  the  city  is  a 
challenge  for  urban  papers  everywhere. 

The  Herald-CHC  combo  and  The  Boston 
Globe  each  think  they’ve  found  the  right 
formula  in  New  England. 

Hoxv  the  rivalry  evolved 

In  an  industrv'  w  here  head-to-head 
competition  is  almost  nonexistent,  Boston, 
along  with  New  York  and  Chicago,  remains 
one  of  the  nation’s  few  major  cities  with 
more  than  one  independently  operated, 
competing  daily  paper  (the  jury’s  still  out 
on  San  Francisco). 

Boston,  as  the  capital  of  higher 
education  and  with  a  strong  tradition  of 
Irish  literacy,  has  always  enjoyed  high 
newspaper  readership.  In  the  1930s, 

Boston  had  13  new'spapers,  each  with  its 
ow'n  niche.  In  those  days,  the  Globe 
positioned  itself  as  an  enlightened 
Democratic  paper  for  both  the  upper 


and  lower  classes,  while  the  Republican 
Herald  took  the  affluent  suburbs. 

By  the  1950s,  the  staunchly  Democratic 
and  Catholic  Boston  Post  had  folded  and 
left  the  Globe  and  Herald  as  the  two 
principal  contestants.  There  was  a  brief 
attempt  at  a  truce:  The  Herald,  then  ow'ned 
by  local  business  interests,  proposed  mar¬ 
riage  to  the  Globe’s  Taylor  family.  The  Tay¬ 
lors  refused,  and  the  ensuing  war  would 
transform  the  timid  Globe  into  an  aggres¬ 
sive  paper  while  the  Herald  tightened  its 
grip  on  the  suburbs,  which  were  expanding 
in  the  post-World  War  II  boom. 

As  the  Globe  launched  its  ow'n  suburban 
strategy  and  soared  to  circulation  and  jour¬ 
nalistic  dominance,  the  Herald  stumbled. 

A  major  blow  came  in  1972,  when  the 
F'ederal  Communications  Commission 
(FCC),  citing  improper  lobbying,  stripped 
it  of  its  license  to  operate  its  local  Channel 
5  TV  station,  a  major  source  of  income. 

The  weakened  Herald  sold  to  the  Hearst 
Corp.  empire,  which  merged  it  with  its  own 
paper  to  form  the  Herald  American. 

In  1982,  Hearst  sold  the  paper  to  Rupert 
Murdoch,  w'ho  paid  $1  million  and  short¬ 
ened  the  name  to  the  Herald.  Twelve  years 
later,  in  satisfying  FCC  rules  related  to  his 
purchase  of  a  Boston  TV  station,  Murdoch 


The  Hubbub  in  Boston 


IN  South  Boston,  pet  salons  and 
espresso  cafes  are  signs  that  the 
gentrj'  are  moving  in.  At  St. 
Matthew’s,  a  church  built  by  Irish 
immigrants,  French  is  spoken  today  for 
the  benefit  of  its  Haitian  parishioners. 
This  year,  Thomas  M.  Menino,  Boston’s 
first  non-Irish  mayor  in  more  than  60 
years,  made  his  state-of-the-city  speech 
available  in  six  languages. 

Recently,  when  Boston  historian 
Thomas  H.  O’Connor  was  working  on 
the  third  edition  of  his  1976  book,  “Bibles, 
Brahmins  and  Bosses:  A  Short  History 
of  Boston,”  he  realized  the  old  title  no 
longer  applied,  and  ended  up  calling  it 
“The  Hub,”  an  1850s  reference  to  Boston. 
Boston’s  religious,  political,  and  class 
lines,  once  thought  to  be  immutable, 
have  evolved. 

When  white  Bostonians  moved  out  of 
neighborhoods  such  as  Dorchester  and  the 
South  End,  immigrants  from  Asia,  Latin 
America,  and  the  Caribbean  Basin  moved 
in.  Today,  whites  barely  hold  a  majority, 
and  one  in  five  Bostonians  are  foreign- 


bom.  The  shift  is  strikingly  evident  in 
the  Catholic  parishes,  where  Mass  is 
celebrated  in  27  languages. 

Neither  The  Boston  Globe  nor  the 
Boston  Herald  has  gotten  a  handle  on 
how  to  connect  with  Boston’s  diverse 
immigrant  population,  which,  unlike  the 
city’s  Irish  immigrants  of  old,  don’t  share 
a  common  language.  “The  Globe  was  a 
newspaper  for  Irish  immigrants,”  says  its 
publisher,  Richard  H.  Gilman.  “That 
served  the  newspaper  very  well.  Today, 
it’s  a  lot  more  complex.” 

In  any  case,  the  Herald  retains  second- 
paper  status  in  the  minds  of  many  readers 
and  advertisers.  In  Suffolk  County,  where 
85%  of  the  population  lives  in  Boston, 
the  Globe  outsells  the  Herald  70,282  to 
63,951,  according  to  a  March  2000  audit 
—  although  Herald  Publisher  Patrick  J. 
Purcell  says  that  if  you  don’t  count  com¬ 
muters,  his  paper  actually  dominates. 

A  complicating  factor  for  the  Herald 
involves  the  apparent  likelihood  that 
Metro  International,  the  European  transit 
paper  company,  will  publish  a  Boston 


The  long  and  the  short  of  it  for  Boston  historian 
Thomas  H.  O’Connor:  “The  Hub”  has  evolved. 


version.  Metro’s  pioneer  U.S.  paper  in 
Philadelphia,  launched  a  year  ago,  now 
has  a  weekday  average  distribution  of 
more  than  143,000,  and  Boston  appears 
to  be  the  company’s  next  stop.  If  so,  its 
model  —  a  tabloid-size  paper  meant  for  a 
quick  read  —  could  cut  into  Herald 
single-copy  sales.  Purcell  already  has 
thought  about  counteracting  Metro,  with 
an  afternoon  edition  or  by  repositioning 
one  of  his  CNC  papers.  —  Lvxia  Moses 
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sold  the  paper  to  his  protege  Purcell,  a 
New  York  native  who  had  been  running 
the  Herald  for  10  years. 

In  a  major  turning  point  for  both  papers, 
the  Herald  moved  to  independent  owner¬ 
ship  just  as  the  Globe  became  part  of  an 
out-of-town  chain.  The  Globe,  after  120 
years  of  Taylor  family  control,  was  bought 
by  the  New  York  Times  Co.  Another  turn¬ 
ing  point  for  the  Globe  came  six  years  later 
when  the  Times  Co.,  following  a  hands-oIF 
period,  fired  a  Taylor  family  member  and 
installed  its  first  publisher.  Gilman,  a  vet¬ 
eran  Times  Co.  circulation  and  operations 
executi\  e,  emphasized  that  the  Globe  would 
retain  its  editorial  independence. 

Today,  the  Globe’s  readers  are  more  likely 
to  live  in  Boston’s  outMng  communities. 

But  in  trying  to  be  the  paper  for  the  city,  the 
suburbs,  and  the  region,  the  Globe  has  no 
end  of  competitors.  Locally  and  in  the 
'burbs,  it  faces  the  Herald  and  scores  of 
community  papers.  Regionally,  there’s  The 
Wall  Street  Journal,  which  sells  about 
147,000  copies  in  New  England;  USA 
Today,  about  118,000  copies;  and,  despite 
their  common  ownership.  The  New  York 
Times,  about  127,000  copies. 

The  Globe  “tries  to  serve,  and  has 
succeeded  in  serving,  an  unusually  large 
segment  of  the  socioeconomic  ladder,”  says 
Ralph  Whitehead  Jr.,  a  journalist  and  polit¬ 
ical  consultant  who  is  a  longtime  observer 
of  the  Boston  media.  “It’s  a  good  spot  to  be 
in,  but  a  difficult  one  to  maintain.” 

The  difficulty  shows  in  the  circulation 
numbers.  In  the  past  decade.  Globe 
circulation  declined  9.5%  weekdays,  to 
464,472  (despite  a  gain  in  the  past  year), 
and  decreased  7-7%  Sunday,  to  721,859. 
Publisher  Gilman  attributes  the  slippage 
mainh  to  general  trends  facing  newspapers, 
not  to  competition. 

Sprawl  has  been  even  harder  on  the 
Herald.  Migration  of  white  Irish  Catholics 
to  the  suburbs,  combined  with  the  shrink¬ 
ing  blue-collar  work  force,  has  eroded  the 
Herald" s  city  base.  As  Boston  shifted  from  a 
manufacturing  to  a  technology  and  service 
economy,  service  jobs  rose  from  less  than 
half  to  more  than  two-thirds  of  the  labor 
force  from  i960  to  1990.  In  the  same 
period,  blue-collar  employment  fell  from 
34%  to  roughly  16%  of  the  work  force, 
Boston’s  decade-old  central  artery  and 
tunnel  project  known  as  “The  Big  Dig” 
notwithstanding. 

Even  a  major  redesign  in  1998  could  not 
check  the  Heralds  daily  circulation  decline, 
as  it  slipped  28.3%  in  the  past  decade,  to 
257,761.  Worse,  Sunday  circ  decreased 
32.5%,  to  163,742;  the  Herald  has  the 


It  may  not  be  Revolutionary,  but  the 
Herald/Globe  War  now  consumes  the 
eastern  half  of  Massachusetts  and  spills 
over  the  border  into  New  Hampshire. 
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unfortunate  distinction  of  being  one  of  a 
few  daily  papers  that  sells  fewer  copies 
on  Sunday  than  on  a  weekday.  But 
Publisher  Purcell  says  he’s  comforted  by 
data  that  show  Herald  readership  has 
been  stable  at  nearly  900,000,  and  he 
points  out  that  circulation  has  been 
tough  for  all  dailies  in  the  market. 

Though  the  Herald  may  have  limited 
ability  to  grow  in  the  city,  Purcell  sees 
the  suburbs  as  a  gold  mine.  He  plans  to 
cross-market  the  Herald  to  CNC  read¬ 
ers  in  //craW-ffiendly  suburbs  closer  to 
the  city  and  cross-sell  CNC  papers  to 
Herald  advertisers  against  the  Globe. 

“There’s  roughly  a  billion  dollars  in 
print  advertising  in  eastern  Massa¬ 
chusetts,”  he  says.  “If  there’s  a  1%  to 
2%  shift  in  share  to  the  Herald  com¬ 
bo,  there’s  a  significant  difference.” 
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MetroWesticard,  ho! 

Key  to  both  companies’  growth 
are  suburbs  to  the  west  knowm  as 
“MetroWest”  and,  to  a  lesser  degree,  Sgf; 
to  the  south.  _ _ 

Loosely  defined  as  the  crescent  f  ^ 

between  Interstate  495  and  state 
Route  128,  MetroWest  has  flourished  from 
the  high-tech  and  electronic  industry’ 
that’s  turned  the  128  corridor  into  New 
England’s  Silicon  Valley.  Both  companies 
have  e.xpanded  their  presence  there. 

In  local  new  s,  CNC  has  the  area 
covered.  The  MetroWest  Daily  News, 
based  in  Framingham  (daily  circulation 
54,274),  is  the  jewel  in  its  crown.  Last 
year,  it  was  named  best  midsize  daily 
by  the  New’  England  Newspaper 
Association  for  the  second  year  in  a 
row.  A  string  of  w’eeklies  rounds  out 
CNC’s  holdings  in  the  region. 

Though  CNC  has  the  local  end  locked  up, 
the  Globe's  selling  point  is  the  regional,  na¬ 
tional,  and  international  news  that  comes  in 
the  paper  along  w'ith  its  semiweekly  regional 
section  of  local  news,  “Globe  West.”  The 
Globe  extended  its  presence  last  year  when 
its  parent  Times  Co.  bought  the  Worcester 
Telegram  &  Gazette,  which  bumps  against 
the  MetroWest  Daily  News’  circulation 
area.  The  Globe  has  begun  cross-selling 
advertising  w'ith  the  Worcester  paper,  and 
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to  their  very  existence,”  Purcell  says  with 
a  smile  during  a  recent  interview  at  his 
office  in  Boston’s  South  End.  Globe 
Publisher  Richard  H.  Gilman  counters: 
“We  feel  extremely  comfortable  and  confi¬ 
dent  with  our  position  as  a  market  leader, 
both  from  the  circulation  and  advertising 
standpoint,  both  in  Boston  and  the  New 
England  region.” 

The  competition  is  playing  out  regionally 
because  Boston  is  not  the  city  of  Paul 
Revere’s  day  —  nor,  for  that  matter,  of  the 
1950s,  when  the  suburbs  were  just  taking 
off.  Sprawl  and  the  high-tech  boom  in  the 
city’s  outer  rings  have  expanded  the  borders 
of  the  market.  In  the  city,  gentrification  and 
immigration  have  changed  the  makeup  of 
its  old  neighborhoods. 

The  city’s  two  major  dailies,  like  its  other 
institutions,  are  re-examining  their  roles  in 
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this  changing  arena.  For  the  Globe,  the  chal¬ 
lenge  is  to  grow  regionally  while 
keeping  its  urban  base  satisfied.  For  the 
city-centric  Herald,  whose  urban  base  is 
shrinking,  the  question  is  whether  it  can 
compete  successfully  against  the  Globe  in 
the  suburbs. 

Capturing  the  interest  of  readers  living 
farther  and  farther  from  the  city  is  a 
challenge  for  urban  papers  everywhere. 

The  Herald-CiiC  combo  and  The  Boston 
Globe  each  think  they’ve  found  the  right 
formula  in  New  England. 

How  the  rivalry  evolved 

In  an  industry  where  head-to-head 
competition  is  almost  nonexistent,  Boston, 
along  with  New  York  and  Chicago,  remains 
one  of  the  nation’s  few  major  cities  with 
more  than  one  independently  operated, 
competing  daily  paper  (the  jury’s  still  out 
on  San  Francisco). 

Boston,  as  the  capital  of  higher 
education  and  with  a  strong  tradition  of 
Irish  literacy,  has  always  enjoyed  high 
newspaper  readership.  In  the  1930s, 

Boston  had  13  newspapers,  each  with  its 
own  niche.  In  those  days,  the  Globe 
positioned  itself  as  an  enlightened 
Democratic  paper  for  both  the  upper 


and  lower  classes,  while  the  Republican 
Herald  took  the  affluent  suburbs. 

By  the  1950s,  the  staunchly  Democratic 
and  Catholic  Boston  Post  had  folded  and 
left  the  Globe  and  Herald  as  the  two 
principal  contestants.  There  was  a  brief 
attempt  at  a  truce:  The  Herald,  then  owned 
by  local  business  interests,  proposed  mar¬ 
riage  to  the  Globe’s  Taylor  family.  The  Tay¬ 
lors  refused,  and  the  ensuing  war  would 
transform  the  timid  Globe  into  an  aggres¬ 
sive  paper  while  the  Herald  tightened  its 
grip  on  the  suburbs,  which  were  expanding 
in  the  post-World  War  II  boom. 

As  the  Globe  launched  its  own  suburban 
strategy  and  soared  to  circulation  and  jour¬ 
nalistic  dominance,  the  Herald  stumbled. 

A  major  blow  came  in  1972,  when  the 
Federal  Communications  Commission 
(FCC),  citing  improper  lobbying,  stripped 
it  of  its  license  to  operate  its  local  Channel 
5  TV  station,  a  major  source  of  income. 

The  weakened  Herald  sold  to  the  Hearst 
Corp.  empire,  which  merged  it  with  its  own 
paper  to  form  the  Herald  American. 

In  1982,  Hearst  sold  the  paper  to  Rupert 
Murdoch,  who  paid  $1  million  and  short¬ 
ened  the  name  to  the  Herald.  Twelve  years 
later,  in  satisfying  FCC  rules  related  to  his 
purchase  of  a  Boston  TV  station,  Murdoch 


The  Hubbub  m  Boston 


IN  South  Boston,  pet  sai,ons  and 
espresso  cafes  are  signs  that  the 
gentry  are  moving  in.  At  St. 
Matthew’s,  a  church  built  by  Irish 
immigrants,  French  is  spoken  today  for 
the  benefit  of  its  Haitian  parishioners. 
This  year,  Thomas  M.  Menino,  Boston’s 
first  non-Irish  mayor  in  more  than  60 
years,  made  his  state-of-the-city  speech 
available  in  six  languages. 

Recently,  when  Boston  historian 
Thomas  H.  O’Connor  was  working  on 
the  third  edition  of  his  1976  book,  “Bibles, 
Brahmins  and  Bosses:  A  Short  History 
of  Boston,”  he  realized  the  old  title  no 
longer  applied,  and  ended  up  calling  it 
“The  Hub,”  an  1850s  reference  to  Boston. 
Boston’s  religious,  political,  and  class 
lines,  once  thought  to  be  immutable, 
have  evolved. 

When  white  Bostonians  moved  out  of 
neighborhoods  such  as  Dorchester  and  the 
South  End,  immigrants  from  Asia,  Latin 
America,  and  the  Caribbean  Basin  moved 
in.  Today,  whites  barely  hold  a  majority, 
and  one  in  five  Bostonians  are  foreign- 


bom.  The  shift  is  strikingly  evident  in 
the  Catholic  parishes,  where  Mass  is 
celebrated  in  27  languages. 

Neither  The  Boston  Globe  nor  the 
Boston  Herald  has  gotten  a  handle  on 
how  to  connect  with  Boston’s  diverse 
immigrant  population,  which,  unlike  the 
city’s  Irish  immigrants  of  old,  don’t  share 
a  common  language.  “The  Globe  was  a 
newspaper  for  Irish  immigrants,”  says  its 
publisher,  Richard  H.  Gilman.  “That 
served  the  ne\vspaper  veiy  well.  Today, 
it’s  a  lot  more  complex.” 

In  any  case,  the  Herald  retains  second- 
paper  status  in  the  minds  of  many  readers 
and  advertisers.  In  Suffolk  County,  where 
85%  of  the  population  lives  in  Boston, 
the  Globe  outsells  the  Herald  70,282  to 
63,951,  according  to  a  March  2000  audit 
—  although  Herald  Publisher  Patrick  J. 
Purcell  says  that  if  you  don’t  count  com¬ 
muters,  his  paper  actually  dominates. 

A  complicating  factor  for  the  Herald 
involves  the  apparent  likelihood  that 
Metro  International,  the  European  transit 
paper  company,  will  publish  a  Boston 


The  long  and  the  short  of  it  for  Boston  historian 
Thomas  H.  O'Connor:  “The  Hub”  has  evolved. 


version.  Metro’s  pioneer  U.S.  paper  in 
Philadelphia,  launched  a  year  ago,  now 
has  a  weekday  average  distribution  of 
more  than  143,000,  and  Boston  appears 
to  be  the  company’s  next  stop.  If  so,  its 
model  —  a  tabloid-size  paper  meant  for  a 
quick  read  —  could  cut  into  Herald 
single-copy  sales.  Purcell  already  has 
thought  about  counteracting  Metro,  with 
an  afternoon  edition  or  by  repositioning 
one  of  his  CNC  papers.  —  LiuAa  Moses 
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sold  the  paper  to  his  protege  Purcell,  a 
New  York  native  who  had  been  running 
the  Herald  for  10  years. 

In  a  major  turning  point  for  both  papers, 
the  Herald  moved  to  independent  owner¬ 
ship  just  as  the  Globe  became  part  of  an 
out-of-town  chain.  The  Globe,  after  120 
years  of  Taylor  family  control,  was  bought 
by  the  New  York  Times  Co.  Another  turn¬ 
ing  point  for  the  Globe  came  six  years  later 
when  the  Times  Co.,  following  a  hands-off 
period,  fired  a  Taylor  family  member  and 
installed  its  first  publisher.  Gilman,  a  vet¬ 
eran  Times  Co.  circulation  and  operations 
executive,  emphasized  that  the  Globe  would 
retain  its  editorial  independence. 

Today,  the  Globe’s  readers  are  more  likely 
to  live  in  Boston’s  outlying  communities. 

But  in  trying  to  be  the  paper  for  the  city,  the 
suburbs,  and  the  region,  the  Globe  has  no 
end  of  competitors.  Locally  and  in  the 
’burbs,  it  faces  the  Herald  and  scores  of 
community  papers.  Regionally,  there’s  The 
Wall  Street  Journal,  which  sells  about 
147,000  copies  in  New  England;  USA 
Today,  about  118,000  copies;  and,  despite 
their  common  ownership.  The  New  York 
Times,  about  127,000  copies. 

The  Globe  “tries  to  serve,  and  has 
succeeded  in  serving,  an  unusually  large 
segment  of  the  socioeconomic  ladder,”  says 
Ralph  Whitehead  Jr.,  a  journalist  and  polit¬ 
ical  consultant  who  is  a  longtime  observer 
of  the  Boston  media.  “It’s  a  good  spot  to  be 
in,  but  a  difficult  one  to  maintain.” 

The  difficulty  shows  in  the  circulation 
numbers.  In  the  past  decade.  Globe 
circulation  declined  9.5%  weekdays,  to 
464,472  (despite  a  gain  in  the  past  year), 
and  decreased  7.7%  Sunday,  to  721,859. 
Publisher  Gilman  attributes  the  slippage 
mainly  to  general  trends  facing  newspapers, 
not  to  competition. 

Sprawl  has  been  even  harder  on  the 
Herald.  Migration  of  white  Irish  Catholics 
to  the  suburbs,  combined  with  the  shrink¬ 
ing  blue-collar  work  force,  has  eroded  the 
Heralds  city  base.  As  Boston  shifted  from  a 
manufacturing  to  a  technology  and  service 
economy,  service  jobs  rose  from  less  than 
half  to  more  than  two-thirds  of  the  labor 
force  from  I960  to  1990.  In  the  same 
period,  blue-collar  employment  fell  from 
34%  to  roughly  16%  of  the  work  force, 
Boston’s  decade-old  central  artery  and 
tunnel  project  known  as  “The  Big  Dig” 

I  notwithstanding. 

N  Even  a  major  redesign  in  1998  could  not 
X  check  the  Heralds  daily  circulation  decline, 
g  as  it  slipped  28.3%  in  the  past  decade,  to 
“  257,761.  Worse,  Sunday  circ  decreased 
s  32.5%,  to  163,742;  the  Herald  has  the 
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It  may  not  be  Revolutionary,  but  the 
Herald/Globe  War  now  consumes  the 
eastern  half  of  Massachusetts  and  spills 
over  the  border  into  New  Hampshire. 


Manchester 
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unfortunate  distinction  of  being  one  of  a 
few  daily  papers  that  sells  fewer  copies 
on  Sunday  than  on  a  weekday.  But 
Publisher  Purcell  says  he’s  comforted  by 
data  that  show  Herald  readership  has 
been  stable  at  nearly  900,000,  and  he 
points  out  that  circulation  has  been 
tough  for  all  dailies  in  the  market. 

Though  the  Herald  may  have  limited 
ability  to  grow  in  the  city,  Purcell  sees 
the  suburbs  as  a  gold  mine.  He  plans  to 
cross-market  the  Herald  to  CNC  read¬ 
ers  in  //eraZrf-friendly  suburbs  closer  to 
the  city  and  cross-sell  CNC  papers  to 
Herald  advertisers  against  the  Globe. 

“There’s  roughly  a  billion  dollars  in 
print  advertising  in  eastern  Massa¬ 
chusetts,”  he  says.  “If  there’s  a  1%  to 
2%  shift  in  share  to  the  Herald  com¬ 
bo,  there’s  a  significant  difference.” 


MetroWestxvard,  ho! 

Key  to  both  companies’  growth 
are  suburbs  to  the  west  known  as 
“MetroWest”  and,  to  a  lesser  degree, 
to  the  south.  „ _ 

Loosely  defined  as  the  crescent 
between  Interstate  495  and  state 
Route  128,  MetroWest  has  flourished  from 
the  high-tech  and  electronic  industry 
that’s  turned  the  128  corridor  into  New 
England’s  Silicon  Valley.  Both  companies 
have  expanded  their  presence  there. 

In  local  news,  CNC  has  the  area 
covered.  The  MetroWest  Daily  News, 
based  in  Framingham  (daily  circulation 
54,274),  is  the  jewel  in  its  cro^^^l.  Last 
year,  it  was  named  best  midsize  daily 
by  the  New  England  Newspaper 
Association  for  the  second  year  in  a 
row.  A  string  of  weeklies  rounds  out 
CNC’s  holdings  in  the  region. 

Though  CNC  has  the  local  end  locked  up, 
the  Globe’s  selling  point  is  the  regional,  na¬ 
tional,  and  international  news  that  comes  in 
the  paper  along  with  its  semiweekly  regional 
section  of  local  news,  “Globe  West.”  The 
Globe  extended  its  presence  last  year  when 
its  parent  Times  Co.  bought  the  Worcester 
Telegram  &  Gazette,  which  bumps  against 
the  MetroWest  Daily  News’  circulation 
area.  The  Globe  has  begun  cross-selling 
advertising  with  the  Worcester  paper,  and 
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Census  Numbers 


What’s  the  fastest  growing  county 
in  your  state?  The  most  diverse 
neighborhood  in  your  community? 

These  are  among  the  stories  to 
be  generated  by  the  2(){)()  Census. 

As  the  results  are  released.  The 
AsstKiated  Press  will  be  there  to 
help  you  crunch  the  numbers. 

AP  members  who  have  the 
resources  to  handle  the  raw  data  can 
receive  it  from  AP  without  charge. 

For  most  members,  the  new  AP 
Census  2000  premium  service  can 
help  save  time  and  money  by  offering 
customized  versions  of  the  data  you 
need. 

Let  AP  build  the  spreadsheets. 

We  ll  format  the  raw  census  data 
down  to  the  most  local  level  and  make 
it  readily  available  in  manageable, 
simplified  formats  on  a  special  Web 
site.  Your  reporters  can  query  the  site 
or  download  data  for  further  analysis. 

The  AP  Census  2000  premium 
service  will  free  your  staff  to  focus  on 
reporting  stories  instead  of  building 
spreadsheets.  It's  available  for  a 
modest,  one-time  charge  covering  the 
major  census  releases  in  2001-2002. 

Contact  your  local  AP  bureau  chief 
or  write  to  us  at  info(?  ap.org. 

More  content.  More  value. 

Associated  Press 

www.ap.org 


sharing  of  news  content  may  not  be  far  off. 

It’s  likely  that  no  one  news-coverage 
model  will  dominate  in  MetroWest.  Its 
residents  are  diverse,  ranging  from  locals 
j  with  a  longtime  interest  in  their  town  to 
1  newcomers  who  are  less  inclined  to  care 
i  deeply  about  local  news.  The  area’s  high- 
tech  newcomers  may  be  more  likely  to  be 
Globe  readers,  but  they’re  also  more  likely 
!  to  get  their  news  via  the  Web. 

“When  you  move  into  Boston  proper,  if 
you  want  to  find  your  way  around,  you 
I  pick  up  the  Globe”  says  Whitehead.  But  in 
I  the  495/128  crescent,  he  adds,  “The 
information  needs  are  diverse  and  fluid, 
and  I  don’t  think  any  media  organization  | 
,  has  a  fix  on  them.” 

'  Though  the  “Globe  West”  section  has 
nibbled  away  at  CNC’s  edges,  CNC  seems  to 
'  have  the  advantage  for  now.  Michael  Short, 
who  served  as  Boston  bureau  chief  for  The 
^  Associated  Press  from  1978  to  1999,  says 
efforts  such  as  “Globe  West”  have  failed  to 
impress  readers,  perhaps  because  the  pajjer 
is  relatively  new  to  suburban  coverage.  “I 
think  the  Globe  has  to  put  more  into  it,”  he 
says.  “There’s  no  reason  why  they  couldn’t 
dominate  suburban  coverage.” 

To  the  south,  workers  in  the  high-tech 
and  finance  sectors  have  been  moving  in, 
thanks  to  the  reopening  of  a  commuter 
rail  line  to  Boston  and  the  availability  of 
affordable  housing.  Historically,  the 
Herald  has  sold  well  in  some  of  the 
suburbs  to  the  south,  where  South 
'  Bostonites  tended  to  migrate  in  the  post¬ 
war  decades.  Through  CNC,  the  Herald 
now  has  a  dozen  weeklies  serving  the 
South  Shore  and  plans  to  cross-sell  the 
Herald  to  CNC  readers. 

The  Globe,  through  its  regional  edition, 
“Globe  South,”  still  outsells  the  Herald 
!  there  by  a  ratio  of  more  than  2-to-l, 

!  however.  Its  advantage  widens  on  Sunday, 
when  The  Patriot  Ledger  in  Quincy  doesn’t 
j  publish.  The  Globe  plans  to  take  “Globe 
'  South”  semiweekly  this  year,  economic 
conditions  permitting.  As  it  expands,  it 
may  dip  into  the  knowledge  reservoir  of 
William  B.  Ketter,  a  veteran  Patriot  Ledger 
j  editor  whom  the  Globe  recently  hired  to 
run  its  community-relations 
I  department. 

I  “The  Globe  has  an  opportunity  to  pro¬ 
vide  a  sense  of  place  to  the  South  Shore,” 
j  Ketter  says.  “A  large  percentage  of  people 
!  living  on  the  South  Shore  work  and  recre- 
I  ate  in  Boston.” 

j  Politics  no  longer  local? 

As  social  lines  have  blurred,  in  and 
I  around  Boston,  so  have  consumers’  tastes 


Readership  figures 


The  Boston  Globe 
Daily  reach:  34.4%  of  all  adults 
Readership:  1,172,700  daily 


49.2% 

male 

50.8% 

female 

46.9 

average  age 

44.2% 

college  grads 

$78,078 

mean  household  income 

45.6% 

have  household  income  of 
$75,000  and  up 

Boston  Herald 

Daily  reach  :  25%  of  all  adults 


Readership:  855,500  daily 


58.1% 

male 

41.9% 

female 

46.1 

average  age 

20.7% 

college  grads 

$66,792 

mean  household  income 

I  30.6% 

I 

have  household  income  of 
$75,000  and  up 

1  37% 

of  daily  Herald  readers 
also  read  the  6/of>e 

I  54% 

i 

of  Sunday  Herald  readers 
also  read  the  Globe 

CNC 

Reach  :  54%  of  all  adults 
Readership:  1,389,839  weekly 
46%  male 
54%  female 
49%  college  grads 
39%  have  household  income  of 
$75,000  and  up. 

Source:  2000  Gallup  Media  Usage  Study.  Greater  Gaston  Martiet 


I  for  news.  Most  dramatically,  the  famed 
i  Boston  obsession  for  politics  seems  to 
have  waned.  As  Whitehead  sees  it,  the 
economy  began  to  take  on  a  more  impor- 
;  tant  role  in  the  1990s  as  Boston  recovered 
I  from  the  recession,  while  Massachusetts 
:  political  figures  nearly  dropped  from  the 
national  radar  screen. 

“Thirty  years  ago,  politics  was  the  meat 
j  and  potatoes  of  both  newspapers,”  says 
!  Michael  Goldman,  a  Democratic  political 
I  consultant  and  radio  talk-show  host  in 
Boston.  “Politics  is  less  important  on  the 
food  chain.  People  live  in  the  suburbs, 
and  they’re  looking  for  stories  that  affect 
their  lives.” 

j  Under  Thomas  Winship’s  editorial 
leadership  from  1965  to  1984,  the  Globe 

.  - _ _ _ -  J 
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vastly  improved,  but  in  taking  unabashed 
liberal  stances  on  such  issues  as  Vietnam 
and  Boston’s  school  desegregation  plan, 
it  alienated  Irish  Catholics  both  within 
and  outside  the  newsroom  —  and  drove 
many  disenchanted  readers  to  the 
conservative  Herald. 

So,  although  political  coverage  remains 


learned  from  its  10-year  experience  with 
newspapers,  cobbling  a  newspaper  empire  | 
out  of  many  longtime  independent  proper¬ 
ties  isn’t  easy.  When  it  tried  to  leverage 
its  size  by  consolidating  operations  and 
pooling  content,  readers  felt  their  home¬ 
town  papers  had  lost  their  individuality. 

CNC’s  Convey,  whose  early  career  was  in  i 


one  of  the  Globe’s  strong  suits,  its  cover-  community  journalism,  wants  to 

age  today  strongly  reflects  where 
pie  live  and  what  they  do.  Editor 
Matthew  V.  Storin  has  tried  to 
play  the  news  pages  straight,  ac¬ 
knowledging  a  perceived  liberal 
bias  left  over  from  the  Winship 
years  (he  has  nothing  to  do  with 
the  paper’s  editorial  page). 

There’s  an  emphasis  on  high- 
tech,  education,  and  employ¬ 
ment  news.  In  the  past  12  years, 
it’s  launched  six  regional  Sunday  sections  to  says,  the  papers  will  focus  on  covering  their 
provide  community  news.  local  towns,  although  they’ll  have  the  option 

It  started  with  New  Hampshire,  where  to  pick  up  columns  and  arts-and-entertain- 
high-tech  growth  has  made  its  southern  ment  news  from  the  Herald.  He  still  has  to 
counties  an  extension  of  the  Boston  mar-  figure  out  how  to  handle  shared  coverage 

ket.  The  effort  has  paid  off:  The  Globe  sells  :  areas  and  where  it  makes  sense  to  collabo-  i 
nearly  25,000  copies  there,  making  it  the  rate,  bearing  in  mind  that  doing  so  risks  | 
state’s  third-biggest  paper  behind  The  ;  turf  battles  between  staffers.  Adding  staff  to  ! 
Union  Leader  in  Manchester  and  The  the  papers  is  another  goal  but  isn’t  likely  to 

Telegraph  in  Nashua.  (The  Herald  sells  be  affordable  any  time  soon. 


only  about  12,000  copies  in  the  state.) 


Purcell  hopes  to  exploit  his  new  weeklies 
to  sell  more  Herald  subscriptions,  but  the 
logical  places  to  do  that  are  limited  to  the 
suburbs  close  to  Boston.  Nearly  2  million 
readers  —  the  reach  of  his  combined  com¬ 
pany  —  has  a  nice  ring  to  it.  But  with  a 
large  portion  of  free,  weekly  readership,  the 
//eraZd-CNC  combo  doesn’t  match  the 
Globe’s  paid,  daily  readership,  which  is 
more  affluent  and  educated.  CNC’s  94 
weeklies  have  a  total  circulation  of  607,085, 
<md  44.6%  of  it  is  free.  If  the  economy 
keeps  worsening,  advertisers  may  drop 
their  second  buy  —  which,  in  many  cases, 
is  the  Herald. 

Purcell  is  unrattled  by  such  a  prospect. 

As  the  independent  owner  of  a  No.  2 
paper,  he’s  used  to  running  lean  in  both 
good  and  bad  times.  In  the  1990s,  the 
pajjer  weathered  the  recession 


and  80%  spikes  in  news¬ 
print  prices.  Last  year 
was  the  most  profitable 
ever  for  tbe  Herald, 
be  says,  but  what 
worked  yesterday 
may  not  work  in 
today’s  economy  — 
and  the  ever-expanding 
Boston  market.  HI 


“With  this  growth  farther  out,  we  came  to 
terms  with  the  fact  that  people  were  less 
oriented  to  Boston,”  Storin  says. 

The  Herald,  too,  has  changed  with  the 
times.  Aggressive  local  news  coverage  is 
still  its  hallmark,  but  after  its  redesign 
came  full  color,  improved  arts-and-enter- 
tainment  coverage,  and  features  targeted 
to  kids  and  teens.  If  tbe  Globe  lacks  the 
pizzazz  it  had  in  the  Winship  years,  the 
Hi  raid  remains  staunchly  conservative 
and  pro-business.  “The  Globe’s  always  gone 
back  and  forth  —  is  it  regional,  national, 
local?  The  Herald  knows  that  it  is  a  local 
paper,”  comments  longtime  Herald 
journalist  Kevin  Convey,  now  editor  in 
chief  of  the  CNC  papers.  “We’re  not  in  the 
middle  of  an  existential  crisis.” 

A  rticles  and  confederation 

Knitting  together  a  city  tabloid  and 
suburban  weeklies  won’t  be  easy,  however. 
“In  theory,  this  is  a  home  run,”  says  CNC 
President  Kirk  Davis,  a  holdover  from  the 
previous  ownership.  But,  in  reality,  CNC 
has  had  a  hard  time  convincing  national  ad¬ 
vertisers  of  the  benefits  of  buying 
weeklies.  National  buyers  tend  to  overlook 
weeklies,  and  CNC’s  dailies  are  too  small  to 
make  tbeir  radar  screens,  Davis  says. 

Then  there’s  the  content.  As  Fidelity 
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America’s  Legal  System  2001 

A  Seminar  for  Journalists 
May  13-16,  2{K)1 
Expen.ses  Paid 

America’s  courts  have  never  been  more  important,  and  if  you  don’t  believe  it.  just  ask  A1  Gore. 

During  a  four-day  seminar,  some  of  the  nation’s  top  legal  experts  will  take  a  hard  look  at  how  the 
American  legal  system  has  evolved,  where  it  is  succeeding  and  where  it  is  coming  up  short.  This  seminar 
will  look  at  practical  problems  for  journalists,  as  well  as  larger  societal  issues.  We  are  offering  15  fellow¬ 
ships,  including  airfare  and  hotel,  to  journalists  competitively  selected  for  the  program  in  Washington 
from  May  13  -  16.  Speakers  will  include  judges,  analysts,  lobbyists,  lawyers,  advocates  and  people  from 
the  political  world. 

Among  the  many  topics  being  considered: 

•  Are  there  too  many  lawyers?  •  Choosing  judges 

•  Legislation  affecting  the  legal  system  •  What  lawyers  think  of  the  press 

•  Sources  of  legal  information  •  The  legal  advocacy  groups 

•  Fa.stest  growing  areas  of  the  law  •  Picking  a  jury 

•  Can  you  get  justice  without  money?  •  The  death  penalty 

•  Is  this  the  year  for  tort  reform? 

There  is  no  application  form.  You  can  apply  by  mail,  e-mail  or  fax.  To  apply,  send  a  letter  stating 
why  you  wish  to  attend,  a  letter  of  support  from  your  supervisor,  a  brief  bio  and  a  clip  or  tape.  (Please 
send  an  actual  clipping  or  VMS  or  audio  tape,  not  a  web  site  reference.  If  you’re  an  editor  send  a  sample 
of  work  you’ve  edited).  Applications  will  not  be  returned.  Application  deadline  is  5  p.m.  April  6. 

Send  applications  to  National  Press  Foundation,  America’s  Legal  System  2001,  1211  Connecticut  Ave., 
NW,  Suite  310,  Washington,  D.C.  20036.  E-mail  is  npf@ nationalpress.org .  Fax  is  202-530-2855. 

Call  for  information  at  202-721-9106.  Latest  details  always  on  our  web  site,  www.nationalpress.org. 

The  National  Press  Foundation  is  a  non-profit  educational  foundation. 
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TECHNOLOGY 


BY  JIM  ROSENBERG  i 

NVESTIGATORS  IN  DaVENPORT,  IOWA,  FINALLY  ENTERED  j 
the  Quad-Cities  Consolidation  and  Distribution  ware-  ! 
house  that  was  80%  destroyed  in  a  Feb.  20  fire  that 
burned  through  storage  space  leased  by  Goss  Graphic  ' 
Systems  for  new  press  components  awaiting  shipment  to  ' 
customers,  used  equipment  to  be  refurbished,  and  its  own  instal¬ 
lation  equipment  (E&P,  Feb.  26,  p.  10). 

Goss  said  it  is  insured  against  property  loss  or  business  interrup¬ 
tion  caused  by  the  fire,  believed  to  have  started  in  space  leased  by 

another  company.  Although  it  had  yet  to  i 

be  allowed  into  the  building,  Goss  “iden-  I 

tified  what  should  be  in  there,”  said  , 

Marketing  Vice  President  Barbara  L. 

Gora.  The  company  said  it  is  planning  to 
replace  the  equipment  after  notifying  the 
“few  customers  who  may  be  affected.” 

New  York  Post  Production  Director  ! 

David  O’Neill  said  he  thought  the  build¬ 
ing  housed  some  upper  levels  of  towers  i 

for  the  only  one  of  four  new'  Post  presses 

not  already  installed.  Other  parts  of  the  I 

fourth  press  were  believed  to  be  at  or  en 
route  to  Goss’  Cedar  Rapids,  Iowa,  plant 
to  be  modified  for  a  50-inch-wide  web. 

Roughly  half  of  The  Wall  Street 

JoumaTs  plants  around  the  country  run  | 

Goss  presses,  and  all  have  been  part  of  a  I 

major,  multiyear  expansion.  For  that  I 

ongoing  project,  “there  were  a  few  parts 

that  we  lost  in  the  fire,”  Dow  Jones  &  Co.  j 

Inc.  Corporate  Communication  Vice 

President  Richard  Tofel  said,  adding  that 

he  did  not  know  if  the  parts  were  for 

more  than  one  plant.  “It  shouldn’t  affect 

our  schedule,”  he  said.  but  not  before  a  structural  engineer  with 

“Full-scale  clean-up  still  is  far  off”  for  the  doubts  about  the  building’s  stability  finally 

site  at  the  River  Cities  Industrial  Center,  gave  the  go-ahead.  I 

according  to  the  local  Quad-City  Times.  “It  will  be  slow  moving,”  Davenport  Fire  I 

Staff  writer  Marc  Chase  reported  firefight-  Chief  Mark  Frese  told  Chase.  “We  have  to 

ers  cleared  for  investigators  an  area  “near  consider  safety  and  don’t  want  to  destroy 


where  the  fire  is  believed  to  have  started”  —  evidence.”  Investigators  also  are  trying  to 


find  out  why  emergency  hydrants  had  low 
pressure.  Firefighters  emptied  their  water 
tankers  long  before  the  fire  died  out. 

While  investigators  “have  not  ruled 
anything  out  at  this  point,”  the  local  fire 
marshal  told  the  Times,  the  intense  fire  | 
so  thoroughly  damaged  the  structure  that 
he  was  “not  really  confident”  of  finding 
clues  to  its  cause. 

Propane  tanks  exploded,  and  rubber, 
magnesium,  aluminum,  and  toxic  chemi¬ 
cals  were  consumed  in  the  blaze,  according 
to  an  early  report.  Thousands  of  gallons  of 
another  tenant’s  oil  and  racing  fuel  were 
protected  behind  specially  built  walls.  SI  I 

1 

In  brief  \. 

Goss  ORDERS  UP  76%  IN  2000 

Goss  Graphic  Systems  showed  gross 
profit  of  $107.3  million  on  net  sales  of 
$623.4  million  last  year.  In  1999,  the 
Westmont,  Ill.,  press  maker’s  cost  of  sales  j 

exceeded  net  sales  of  $607.8  million. 
Fourth-quarter  2000  gross  profit  was  j 

$33.6  million  —  $60.9  million  above  the  j 

level  a  year  earlier.  | 

Earnings  before  interest,  taxes,  deprecia-  i 
tion,  and  amortization  came  to  $65.1  mil¬ 
lion  for  the  year  and  $16.4  million  for  the 
quarter.  Cash  from  operating  activities  in 
2000  amounted  to  $7.8  million  after 
payment  of  $60.1  million  to  vendors 
under  Goss’  reorganization  plan. 

From  all  regions  and  for  all  product 
segments,  orders  rose  to  $705.4  million 
in  2000  from  $402  million  in  1999-  Goss  I 
attributed  improved  margins  and  cash  flow  j 
to  operating  improvements,  cost  reduc¬ 
tions,  and  working  capital  initiatives.  I 

I 

SP  Newsprint  upgrades  mill  i 

Soon  after  Bowater  selected  it  to  convert  |  j 
a  newsprint  machine  in  the  Southeast  to  | 
lightweight  coated  production  (E^P,  Feb. 

26,  p.  26),  Voith  Paper  Co.,  Appleton,  Wis., 
announced  it  will  upgrade  a  recycled  i 

newsprint  operation  in  the  Northwest.  ! 

Atlanta-based  SP  Newsprint,  owned  by  j 

Cox  Enterprises  Inc.,  Knight  Bidder,  and  j 
Media  General  Inc.,  ordered  deinking  i 

equipment  and  modifications  to  two  paper  j 
machines  to  improve  pulp  and  machine  j 
efficiencies  at  its  Newberg,  Ore.,  mill,  where  | 
start-up  is  expected  by  fall.  Equipment  will  i 
include  a  drum  pulper,  flotation  machines, 
fine  screening,  high-density  cleaners,  and 
Combisorter.  Voith  Paper  joint  venture 
partner  meri  Papertec  will  deliver  a  clarifier  | 
and  dewatering  device  for  cleaner  rejects.  |  j 
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BUYERS -Learn  to  make  more  cost  effective  buys! 

SEUfRS- Learn  to  close  more  sales  and  pull  in  more  ad  revenue! 

NEWLY  EXPANDED  CURRICULUM! 

Skills  and  Techniques  to  Package  and  Sell  Sponsorships! 

Also  learn  about  ad  product  management  and  how  to  maximize 
revenue  from  ads  and  sponsorship,  PLUS  MUCH  MORE! 

WHO  SHOULD  ATTEND  "sales  reps  and  managers"account  managers*advertising  executives 
•marketing  managers^media  planners  and  buyers*publishers*traffic  managers«brand  and  product  managers 
•business  development  executives"web  site  developers  and  designers"market  and  media  researchers"consultants 


FUNDAMENTiHr Jr'iN  MkNET  I^DVERTISING 

Rapidly  evolving  media,  technology  and  market  innovations  make 
it  necessary  for  media  buyers,  brand  managers  and  sales  reps  to 
learn  how  the  Internet  works;  the  technology  that  creates,  delivers 
and  targets  ads;  what  measurement  standards  exist  and  the  dominant 
and  emerging  business  models,  ad  units  and  pricing. 

CHECK-IN  AND  CONTINENTAL  BREAKFAST 
7:30  -  8:45  AM 


MORNING  SCHEDULE 


9:00  AM  -  1 2:30  PM 


ADVERTISING  MODELS,  PRICING  AND  TECHNOLOGIES 

•  Web  Advertisinjg  Trends  and  Forecasts 

•  Comparing  Onfine  and  Offline  Media  Attributes 

•  Standard  and  Non-standard  Ad  Units 

•  Components  of  Sponsorship  Programs 

•  How  Ads  are  Bought  and  Sold  (CPM  and  Performance 
Pricing  Models) 

•  Rich  Media  and  Ad  Effectiveness 

•  Working  with  E-Mail  Advertising 

•  Wireless  Advertising  Opportunities 

•  Buying  and  Selling  in  Local  Markets 

•  Advertising  on  B2B  Sites 

LUNCH  BUFFET  12:30  -  1:45  PM 

Q&A  PANEL  1:00  -  1:45  PM 

Attendees  are  invited  to  submit  questions  to  o  panel  of  instructors  and  industry  experts. 


AFTERNOON  SCHEDULE _ 2:00  -  5:00  P 

HOW  TO  MEASURE,  RESEARCH  AND  TARGET 
INTERNET  ADS  AND  AUDIENCES 

•  Measurement  &  Research  Issues 

•  Dissecting  the  Ad  &  Content  Delivery  Process 

•  Challenges  Using  Third  Party  Ad  Servers 

•  Definitions  and  Issues  with  Counting  Ads 

•  Why  the  Numbers  Don't  Add  Up 

•  Site  Traffic  Analysis  and  What  Data  is  Important  to 
Media  Decisions 

•  Metrics  for  Site  Comparisons 

•  Third  Party  &  Site-Based  Research:  Who  is  Counting 
What  ancj  Where 

•  Working  with  Branding  and  Syndicated  Research 

•  Understanding  Targeting  Techniques  to  Optimize  Web  Buys 

•  Privacy  Issues  &  Guidefines 

NETWORKING  COCKTAIL  RECEPTION 
5:00  -  6:30  PM 

A  terrific  opportunity  for  attendees  to  get  together,  network, 
share  information  or  just  relax. 


THER  OFFICES? 


I  ^"Kow  to  Buy  &  Sell  Web  Ads": 

will  also  be  in  New  York  on  April  5  &  6 

For  more  details,  visit 

vvww.adweek.com/ adweekconf  / 


DAY  9 


To  be  successful,  reps  need  to  understand  how  buyers  buy,  media  choic¬ 
es  and  buying  influences.  The  morning  session  will  help  reps  understand  the 
buying  process,  from  site  selection  and  audience  evaluation  to  how  met¬ 
rics  are  used.  The  afternoon  session  will  cover  sales  techniques  and  sales 
management,  including  territory  development,  managing  clients  and  agen¬ 
cies,  ^ective  communication  and  revenue  forecasting. 

CONTINENTAL  BREAKFAST 
8:00  -  9:00  AM 


MORNING  SCHEDULE 


1 2:30  PM 


FITTING  YOUR  SALES  EXPERIENCE  A  SKILLS  INTO  WEB 
MEDIA  SALES 

WALKING  IN  THE  BUYER'S  SHOES:  REVIEW  OF  THE  STEPS 
BUYERS  USE  TO  EVALUATE  A  BUY  WEB  ADS 

•  Questions  and  Issues  Each  Seller  Should  Know  and  Ask  During  the 
Buying  Process 

•  How  the  Media  Planning  Process  Differs  in  the  Interactive  World 

WORKING  THE  INTERACTIVE  SALES  PROCESS 

•  Understanding  the  Changing  Role  of  the  Sales  Rep 

•  Where  to  Refocus  Your  Time 

SELLING  COMPETITIVELY  AND  HOW  TO  USE  YOUR  SITE 
DATA  TO  SELL  VALUE 

•  Interpreting  the  Competitive  Landscape 

•  Evaluating  Your  Competitors  Web  Sites  and  Media  Propositions 

•  How  to  Position  Your  Site 

SELLING  ON  A  CPM  OR  PERFORMANCE  BASIS 

•  When  What  You  Have  to  Sell  Fits  or  Doesn't  Fit  with  the  Buyer's  Objectives 

NEGOTIATIONS  IN  THE  SALES  PROCESS 

•  What  Can  Be  Negotiated 

•  When  to  Negotiate  on  Price 

EVALUATING  CLICK-THROUGH  AS  AN  ADVERTISING  METRIC 

•  What  Does  a  Click  Measure? 

•  How  to  Compare  Clicks  to  Other  Metrics 

•  What  Metrics  Are  or  Should  Be  Used  in  Evaluating  Internet  Advertising 


LUNCH  BUFFET 

QJL  AND  BUYER/SELLER  ROLE-PLAY 


AFTERNOON  SCHEDULE 


12:30  -  1:45  PM 
1:00  -  1:45  PM 


2:00  •  5:00  PM 


HOW  TO  PACKAGE  AND  SELL  SPONSORSHIP  PROGRAMS 

•  Designing  Sponsorships  to  Meet  Advertisers  Objectives 

•  Evaluating  Media  and  Non-Media  Opportunities 

SELLING,  TERRITORY  MANAGEMENT,  PROSPECTING 
AND  FORECASTING 

•  Reaching  and  Selling  to  the  Decision  Makers 

•  Where  to  Find  New  Sales  Opportunities  and  Online  Prospecting  Tools 

•  Managing  the  Pipeline  and  Realistic  Forecasting 

ACCOUNT  MANAGEMENTS  LEARNING  FROM  YOUR  CLIENTS 

•  Finding  and  Using  Data  with  Your  Clients 

•  Making  Recommendations  Based  on  Campaign  Performance 

•  Working  with  Interactive  Agencies 

•  When  and  How  to  Go  Directly  to  the  Client 

AD  PRODUCT  MANAGEMENT 

•  Managing  and  Assessing  Pricing  and  Ad  Inventory 

•  Where  and  How  Ad  Units  Can  Drive  More  Advertiser 
Benefits  and  Revenue 

•  Site  Design  Issues  For  Ads  and  Sponsorships 

WORKING  WITH  DIFFERENT  SALES  CHANNELS 

•  What  To  Do  and  What  To  Expect  (From  Your  Own  Sales  Force 
and  From  Outside  Reps) 

SALES  TOOLS:  FROM  MEDIA  KITS  TO  PRESENTATION  TIPS 


THE  INSTRUCTORS: 


■1' 


LESLIE  ULREDO 
President 

The  Loredo  Group,  Inc. 


JEFELEIBOWITZ 

CEO 

The  Laredo  Group, Inc. 


BRIAN  CAVOLI 
Director  of  Innovation 
Corot  Interactive 


NANa  JOHNSTON 
VP  Seniof  Strategist 
Full  Moon  Interoctive 


^  TIGTILLINGHAST 
Agency  Consultant 


t 


This  course  provides  information  necessary  to  plan,  execute  and  analyze 
online  advertising.  Topics  include  the  research  process,  establishing 
objectives  and  realistic  goals,  accurate  measurement  and  evaluation, 
and  analysis  of  pricing  models. 


LUNCH  BUFFET 

OsA  AND  BUYER/SEUIR  ROU-PLAY 


AFTERNOON  SCHEDULE 


12:30  -  1:45  PM 
1:00  -  1:45  PM 


2:00  -  5:00  PM 


CONTINENTAL  BREAKFAST 
S:00  -  9:00  AM 


MORNING  SCHEDULE 


9:00  AM  •  12:30  PM 


MEDIA  SKILLS 

•  How  is  Planning  and  Buying  Interactive  Media  Different  than 
Other  Media? 


BUYING  KEYWORDS 

•  How  to  Evaluate  Search  Engines 

•  The  Importance  of  Different  Search  Engines 

•  Keyword  Strategy 

•  How  to  Pick  the  Best  Keyword 

•  Determining  Keyword  Availability 

•  Buying  and  Evaluating  Search  Engine  Categories 


T  . 


THE  MEDIA  PLANNING  PROCESSES 

•  Translating  Objectives  •  Defining  Audiences 

•  Formulating  Strategies  •  Pre-planning  (RFP's,  etc) 

•  Planning  •  Negotiating  &  Buying 

•  Implementing  •  Campaign  Management 

•  Post  Analysis 

HOW  TO  BUDGET  FOR  ONLINE 

THE  MEDIA  MIX  -  INTEGRATING  ONLINE  AND  OFFLINE 

DEFINING  OBJECTIVES  AND  ESTABLISHING  METRICS 

•  Branding  Cai^aign  •  Lead  Generation 

•  E-Commerce/Trafnc  Driving  •  B2B  Marketing 

TOOLS  FOR  FINDING  AND  EVALUATING  SITES 

•  Market  Analysis  Tools  •  Competitive  Tools 

•  Audit  Reports  •  Online  Market  Research 

•  Surveys,  Polling,  Focus  Groups  •  Ad  Measurement  and 

Syndicated  Research  Panels 

E-MAIL  AS  A  MARKETING  TOOL 

WIRELESS  AND  MOBILE  ADVERTISING:  BUYING  AND 
TESTING  NEW  PLATFORMS 


SPONSORSHIPS  AND  PARTNERSHIPS 

•  Portal  Deals  •  Shared  Revenue  Deals 

•  Business  Development  Partnerships  •  Affiliate  Marketing 

•  Site  Sponsorships 

UNDERSTANDING  A  EVALUATING  TECHNOLOGIES 

•  Behavioral  Profiling  •  Targeting  Opportunitie 

•  Ad  Units  •  Rich  Media 

THE  BUY 

•  Relationships  with  Publishers 

•  Pricing  Models:  CPM  vs.  CPC,  Ad  Auctions 

•  Negotiating  Tactics 

•  Insertion  Orders,  Contracts,  T's  &  C's 

AD  SERVING,  TRACKING  A  MEASUREMENT 

•  Vendors  &  Products  •  Click/Post  Click  Data 

•  Audience  Profiling  Analysis 

OPTIMIZATION  AND  ANALYSIS 

ACCOUNT  MANAGEMENT 

•  Managing  Client  Expectations 

•  Working  with  Other  Agency  Partners 

^  How  to  Streamline  Work  Processes,  Systems  &  Scalability 

•  Promoting  Your  Agency's  Work 


REGISTRATION 


Please  print  or  type  Copy  form  for  additional  registrants 


COMPANY 

ADDRESS 

CITY 


STEP  #1:  Must  choose  ONE 

□  SAN  FRANCISCO  (4/24  -  4/25)  □  CHICAGO  (4/30  -  5/1 ) 

STEP  #2:  Must  choose  ONE  (for  day  two) 

□  BUYER'S  TRACK  □  SELLER'S  TRACK 

STEP  #3:  Please  select  ONE  payment  plan 

□  EARLY  BIRD  DISCOUNT  (valid  until  3/29)  =  $1,095 

□  REGULAR  PRICE  =  $1,295 

□  SPECIAL  ASSOCIATION  RATE*  =  $995 

GROUP  RATES  ALSO  AVAILABIL  REGISTER  3  AND  REQIVE  THE  4TN  FREE! 

*Avajkibk  to  memben  of  Ad  dub  d  New  llbH(,  Ad  Assodotion  of  Northern  Nevada,  Ad  Federation  of  Lousivle, 
AD  Mark!  IKe  bst  Boy  Advertising  dub,  Arnerim  Advertising  Federation,  Amerkon  Assodolion  of  Advertising 
Agendes,  Assodotion  of  Internet  Professional,  dikago  Ad  FerKrolion,  dKogo  Atnerioii  Marketing  Ass^^ 
diiaigo  Interoctive  Marketing  Assodotion,  EMorketing  Assodotion,  Hriustan  Advertising  Federation,  las  Atigeies 
Advertising  Wotnen,  San  FrurKtsco  Adverti^  Assodotion,  Seattle  Ad  Federation,  Ui.  Internet  Industry  Assoddion 
*  died(  onine  for  updated  tst  of  su|iporting  organizotions. 

STEP  #4:  Please  select  ONE  payment  method 

□  CHECK  (Make  checks  payable  ta  ADWEEK  Conferences) 

□  CHARGE  □  VISA  □  M/C  □  AMEX 


CARD# _ 

EXP  DATE_ 
PRINT  NAME 


SIGNATURE 


□  CHECK  HERE  IF  YOU  WOULD  PREFER  NOT  TO  RECEIVE  PROMOTIONAL  E-MAIL 
HOW  DID  YOU  HEAR  ABOUT  THIS  INTERNET  MEDIA  DYNAMICS  SEMINAR? 

Brochure  (Source  code  on  address  lobel) _ E-Mail _ 

Magozine  (Which) _ Website _ Word  of  Mouth _ 

Other _ _ _ 


REGISTERING  IS  EASY 


#  REGISTER  ONLINE  AT: 

WWW.ADWEEK.COM/ADWEEKCONF/  OR  E-MAIL  DZEI6LER@ADWEEK.COM 

^  FAX  IT  TO:  (646)  654-5355  (CREDIT  CARD  INFO  MUST  BE  INCLUDED) 

MAIL  REGISTRATION  TO: 

IXl  ADWEEK  CONFERENCES/IMD 

770  BROADWAY,  NEW  YORK,  NY  10003-9595  (PAYMENT  MUST  BE  INCLUDED) 

FOR  MORE  INFO,  CALL  (Toll  Free):  (8BB)  536  B536 


Course  content  is  updated  frequently.  Some  elements  may  differ  slightly  from  brochures  or  monuols.  Course  outline,  topics,  instructors,  ponelisls,  schedule  or  other  detoik  may  be  changed  without  prior  notice. 


FOR  RESERVATIONS  AT  THE  ADWEEK  CONFERENCES  SPECIAL  ROOM  RATE, 
CALL-  SAN  FRANCISCO  AIRPORT  MARRIOTT  HOTEL  (650)  692-9100  or  THE  CHICAGO  WESTIN  RIVER 
NORTH  HOTEL  (312)  744-1900  and  mention  this  event. 

CANCELLATION  POLICY:  For  a  refund,  less  a  $100  administration  charge  send  written  notke  by 
April  13, 2001.  No  refunds  will  be  given  after  this  dote,  but  substitutions  wiB  be  onwed. 

BOOK  YOUR  AIRFARE  AND  SAVL  Spedd  ikounts  for  ADWEEK  Conference  attendees  hove  been 
negotiated  for  these  events.  Please  contort  the  AMEX  Travel  Group  Desk  at  646-6S4-5399  for  details. 


ADWilK  SURSCRIPTION  BONUS  As  port  of  the  benefit  of  rtgisierina  fir  this  smmmt  yw  «i 

receive  o  6-inonlh  subsaipliM  (2S  issws)  to  Amak  Magazine  (vahM  -  $37.r  fir  o  Ui.  sohso^; 
^S.35  toward  o  Conadni/Foreign  suhscriptian).  Current  Adwiek  sahscribets  ml  naive  i  cndR  nrtiticale 
(ecpwl  to  the  credk  omomt  obove)  tawerds  o  future  subsoiptioa  rentvml  ol  the  bosk  rate. 
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GET  THE  COMPETITIVE  EDGE... 

"You  provided  real 
world  information  I 
can  integrate  into 
my  company" 

Mark  Dorf/  CEO,  AMS  Interactive  Media 

"Covered  everything 
you  need  to  know  to 
get  a  head  start  in 
online  advertising, " 

Anya  Khait,  Reporter,  MediaPost.com 


OVER  4,000  PROFESSIONALS  HAVE  TAKEN  ADVANTAGE  OF  THIS  POWERFUL  TRAINING  PROGRAM. 
COMPANIES  REPRESENTED  AT  THESE  SEMINARS  HAVE  INCLUDED: 

•ABC 

•American  Express 
•Andersen  Consulting 
•AOL 

•Ask  Jeeves 
•Barnesandnoble.com 
•Bates  USA 
•Bausch  &  Lomb 
•BBDO 
•Bell  Atlantic 
•Boston  Globe 
•Bristol-Myers  Squibb 
•BusinessWeek 
•Cablevision 
•Calvin  Klein 
•CBS  MarketWatch 
•Charles  Schwab 
•Chicago  Tribune 
•Club  Med 
•CMP  Media 
•CNBC.com 
•Coca-Cola 
•Colgate-Palmolive 

"BRINGING  REAL  SKILLS  TO  THE  REAL  WORLD" 


•Compaq 
•Crains  . 

•Disney  1  / 

•DDB  Digital 

•E!  Online 

•Eddie  Bauer 

•Ericsson 

•FCB/Chicago 

•Fidelity  Investments 

•Fortune 

•General  Mills 

•Gillette 

•Harvard  Business  School 

•Hasbro 

•Hearst 

•Hewlett-Packard 

•IBM 

•Infinity  Broadcasting 
•J.  Walter  Thompson 
•Johnson  &  Johnson 
•LA  Times 

•Marriott  International 
•MasterCard 


•McCann-Erickson 
•McGraw-Hill  Publishing 
•Mercedes  Benz 
•Merrill  Lynch 
•MGM  Studios 
•Microsoft 
•Motorola 
•MTV 

•National  Geographic 

•NBC 

•NFL 

•Nickelodeon 

•Nike 

•Nintendo 

•Nissan  North  America 

•Ogiivy  &  Mather 

•Panasonic 

•Paramount 

•Penton  Media 

•Playboy 

•Prudential 

•Reuters 

•Sara  Lee 


•SFX  Entertainment 

•Sharper  Image 

•Sports  Illustrated 

•SportsLine.com 

•Sprint 

•Sony 

•Sun  Microsystems 
•Target 

•TBWA/Chiat/Day 

•TicketMaster 

•Time  Warner 

•Toshiba 

•TV  Guide 

•20th  Century  Fox 

•USATODAY.com 

•Verizon 

•Viacom 

•Volkswagen 

•Wall  Street  Journal 

•Women.com 

•Ziff-Davis 

Isn't  it  time  YOU  did? 


"...  There  is  a  ton  of 
great  information 
packed  into  this 
course, " 

Alec  Bell,  Account  Mgr.,  Ask  Jeeves 

"I  took  this  course  in 
April  and  it  was  so 
helphil  rtiat  I  traveled 
1,dOO  miles  to  take  it 
again, " 

Sandra  Frey,  Account  Mgr.,  BusinessWeek  Online 


For  more  information  on  all  Internet  Media  Dynamics  Seminars  visit  www.adweek.com/adweekconf/.  For  Sponsorship  information  email  mpollock@adweek.com 

AOWEEK  Conferences  is  a  division  of  ADWEEK  Magazines,  BPl  Communications  Inc.,  o  VNU  Company 
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-ANNOUNCEMENTS- 


ASTROLOGY 


WEEKLY-  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
Time  Data  Syndicate  (800)  322-5101 


BOOKS  FOR  SALE 


The  USA  TODAY  Way  2  The  Future 

Enhance  your  future  for  $40  +  $5  s/h 

www.dacor.net/john.hartman 


ASK  DR.  SHOSHANNA  Dr.  Brenda 
Shoshanna,  psychologist,  author  of  Why 
Men  Leave  (Putnam)  and  What  He  Can't 
Tell  You  And  Needs  To  Say,  (Putnam 
2001),  Relationship  Expert  on 
i.village.com.  Relationship  column  questions 
and  answers.  Column  on  i.village  - 
Ask  The  Relationship  Saver.  (212)  628-9780 
Topspeak@Yahoo.com 
www.Brendashoshanna.com 


FEATURES  AVAILABLE 


MONTHLY  SUPPLEMENT  AVAILABLE 

Now  available  -  “Antiques  &  Collectible  for 
The  Home  &  Office"  Perfect  for  dailies  & 
weeklies  in  high  antique  shop  areas  to  pick 
up  extra  advertising  revenue.  Call: 

The  Wibel  Publishing  Group 
(603)755-4568  for  sample  &  specifications 


HOME  IMPROVEMENTS 


HOME  FIX-UP  PROJECTS 

Free  high-res  photos  with  text 
available  for  download  24/7  at 
HomelmprovementTime.com 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information  for 
moviegoers.  Star  photos.  Appealing,  graph¬ 
ic  rating  system.  Cineman  Syndicate,  P.O. 
Box  4433,  Middletown,  NY  10941. 

(845)  6924572,  Fax:  (845)  692-8311 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  2924308/(909)  927-0164 


-ANNOUNCEMENTS- 


ANNOUNCEMENTS 

WRITING  AWARD 

The  Southern  Environmental  Law 
Center  seeks  non-fiction  entries  on 
AL,  GA,  NC,  SC,  TN  or  VA  environment 
Works  published  2000  only 
March  30  deadline;  $1000  prize 
(804)  9774090 

OR  www.SouthemEnvironment.org 

www.edltorandpublisher.com 


NEWSPAPER  APPRAISERS 


WHATS  YOUR  PAPER  WORTH? 

Find  Out  Today!  It’s  Free! 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.  1959 


NEWSPAPER  BROKERS 


GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  323-3220,  Fax  (661)  323-3090 
www.media-broker.com 


NEWSPAPERS  FOR  SALE 


FOR  A  UST  OF 

Publications  For  Sale  Go  To... 
www.mediamergers.com 
W.B.  Grimes  &  Co..  Est.1959 


MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (845)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 

BILL  MATTHEW  COMPANY 

conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  quali¬ 
ty  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or  pur¬ 
chase  of  a  property,  you  should  call: 

(727)  733-8053  or  write 
Box  3129  Clearwater  Beach,  FL34630 
No  obligation  of  course 

PHILLIPS  PROPERTIES,  INC. 

ConsultantsTnvestments 
Management  -  Brokers 
P.O.  Box  219 
Baker.  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 


PROFITABLE  WEEKLIES.  Outstanding 
newspaper  groups  in  western  Iowa  and  a 
southern  Kansas  metro  market.  Both  domi¬ 
nant  with  companion  shoppers  and  growth 
potential.  Dennis  Herrick,  Skogman  Com¬ 
mercial  Group  and  Grubb  &  Ellis. 

Call:  (319)  4314220 


POPULAR,  WEEKLY  COUNTY  wide  newspa¬ 
per  and  monthly  magazine  located  in  a  thriv¬ 
ing  Central  Virginia  area.  Established  in 
1992,  the  weekly  has  free  &  paid  circulation 
over  15,000;  the  monthly  almost  25,000. 
Winner  of  Virginia  Press  Association  Awards 
of  editorial,  layout,  and  ad  design.  Quality, 
small,  hardworking,  self-directed  staff.  Mod¬ 
ern  computers,  equipment  and  office  fur¬ 
nishings.  Owner  is  retiring.  Direct  inquires: 
PaperPurchase@AOL.com 

NEWSPAPER  APPRAISERS 


LONG  ESTABLISHED  (76)  magazine  pub¬ 
lishing  company  eastern  Canada,  for  sale 
grossing  $500K  and  growing. 
Owner/Founder  ready  to  retire,  would  stay 
on  though  transition. 

Box  2037,  Editor  &  Publisher 
770  Broadway,  7th  FI.  NY,  NY  10003 


WANTED  TO  PURCHASE:  Small-town  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  non-public  group  that  will 
treat  your  employees  and  your  community 
as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway.  7th  FI,  NY,  NY  10003 


LIBERTY  GROUP  PUBLISHING 
is  aggressively  seeking  newspapers  and 
other  print  publication  acquisitions.  LGP  is 
owner^perator  of  approximately  300  publi¬ 
cations,  including  64  daily  news-  papers.  All 
correspondence  and  discussions  are  confi¬ 
dential.  Contact: 

KEN  SEROTA 
President  &  CEO 
3000  Dundee  Rd.,  Suite  202 
Northbrook,  IL  60062 
Phone:  (847)  272-2244 

NEWSPAPER  APPRAISERS 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 


Bolitho-Cribb 
&  Associates 

Public«tion  Brokerage 
&  Appraisals  eat1923 
Over  2000  papers  sold 


cribb.com 

Confidentiai  •  Convenient 
24  hours  a  day.  7  days  a  wsah 


Please  call  us  to  discuss  your  options  in  a  sale 


^  ^1  ^  \ 

John  Cribb  Jim  Hicks  Tom  Karavakis  i 

406-586-6621  307-684-7431  941-403-4133 

104  E.  Main,  Suite  402,  336  US  16  EasL  268  Edgemere  Way  E..  I 

Bozeman,  MT  59715  Buffaitx  WY,  82834  Naples.  FL  34105  I 

jcribb@cribb.com  )hicks@cribb.com  tkarsvakls@ct1bb.com  j 

For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 
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Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Napl^,  FL  34105 
tkarsvakls@ct1bb.com 


Phone:  1-888-825-9149  -  jmSSIFIED  ADVEjmjllC  -  Fax :  (646)  654-5312 

MGOLDEN®  EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-EQUIPMENT  &  SUPPLIES- 


n 


-INDUSTRY  SERVICES- 


CAMERA  &  DARKROOM 


NO  NONSENSE  50'  WEB 
Squeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


MAILROOM 


NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

'  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  EQUIPMENT 

Bill  Kanipe,  ALTA  GRAPHICS.  INC 

(770)  428-5817,  Fax  (770)  590-7267 


RUY/SEU/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
StitcherArimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSRACKS 


Coin  Operated,  Free  Distribution, 
Wire,  Plastic,  Wood,  Counter, 
Floor  &  wall...  We  Have  It  All! 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


CIRCULATION  SERVICES 


0 
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Fm  a  coiiiileie  liil  of  presses:  (Blll|2!i!i-fi7ffi  oi  (9131  <92-9091 
wwiiinlanilnewscooi 


KJ-6  New  Style  folder  for  King  press,  like 
new.  Bought  as  spare,  only  200,000  im¬ 
pressions  run  through.  New  cost  $63,000, 
will  take  $49,000.  Pix  available.  Bill  Berger, 
ATN,  Inc.,  (512)  476-3950. 


If  you  don  t  see  a 


PLEASE  CALL  US  AT 


FOR  SALE  HARRIS  PRESS 

(13)  V-15-A  units  with  Water  Brush 
System,  1  JF-7  Folder  1  JF-14  Folder. 
Duplex  Capability.  Very  clean  and  in 
good  shape.  Running  everyday  asking 
$250,000.00 

Call  Jim  (508)  764-6102 


USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 
MOUNTAIN  STATES,  INC. 

(800)  257-3045 
www.msicylinders.com 


PRESSES 

■  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2”,  21” 

'  New  or  Rebuild  Goss  R.T.P.  42”  45” 

■  Goss  Y  columns  all  sizes 
'  Goss  Metro  Units 

'  Goss  Metro  Half  desks 
'  Goss  Cosmo  Units 

■  Harris  1650  folder  22  3/4" 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


WANTED  TO  BL'Y 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


WANTED:  Presses  -  Inserters 

Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics,  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


11  -INDUSTRY  SERVICES-  I 


CIRCULATION  SERVICES 


SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for 
'  ColcLcall  projects 
'  Stopsaver  projects 
’  Up-grade  projects 
'  And  NIE  Fundraising 
Call  Doug  Reese  (800)  972-6778 

BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  711-9823 
HHalat@aol.com 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELAMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 


CIRCUUTION  SERVICES 

Professional  Telemarketing  &  Database 
Services 

THE  PREPAID  SUBSCRIPTION  SALES  LEADER 
•35%  Prepaid  Subscription  Sales 
GUARANTEED 

•Digital  Audio  Recording  of  ALL  Sale  Trans 
actions 

•Nonpay  Stops  Converted  to  PIA  Restarts 
•New  Mover  Campaigns  From  $9.00  Per 
Orders  Including  Lists 
•Telemarketing  Lists  &  Database  Services 
•Inbound  Direct  Mail  Response/Customer 
Services 

Visit  Our  Website: 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  493-0470  ext.  109 
for  a  confidential  consolation 


HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 
NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 
Programs  tailored  to  meet  your  needs 
Professional  representation 
that  you  demand 

COMPARE!  Test  Programs  Available 
E-mail:  Hdlinel@aol.com 
for  a  list  of  references 
Dennis  McQuillian 
(800)  260-9823 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
wvnw.thepisagroup.com 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 

TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 
(303)  791-3301  www.fakebrains.com 


EMPLOYMENT  SERVICES 


-  Over  125  New  Career  Opportunities!  - 
$$$  -  70  Cities!  Account  Executives 
Sales  Management  -  Marketing  - 
Research  -  Traffic  -  Production  - 
Promotion  www.MediaRecruiter.com  - 
Free  to  Candidates!  303-368-5900 
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PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


ACADEMIC 


JOURNALISM  ASSISTANT  PROFESSOR 
(Tenure-Track)  in  Print  Journalism  to  begin 
September  2001.  Proficiencies  in  the  fol¬ 
lowing:  mass  media,  introductory  and  ad¬ 
vanced  journalism,  related  course  areas. 
Assist  in  advising  the  college  newspaper 
and  its  on-line  version,  other  student  publi¬ 
cations,  administer  student  internships. 

Visit  http://beacon.mcla.mass.edu 
Will  also  be  expected  to  teach  in  a  col¬ 
lege-wide  core  curriculum  program.  Doctor¬ 
ate  required.  Preference  given  to  applicants 
with  professional  experience  in  print  journaF 
ism,  experience  as  classroom  teachers, 
demonstrated  scholarly  promise.  Send  let¬ 
ter;  vita;  names,  addresses  and  telephone 
numbers  of  three  references  to:  Human  Re¬ 
sources,  Massachusetts  College  of  Liberal 
Arts,  375  Church  Street,  North  Adams,  MA 
012474100.  Review  of  applications  begins 
April  16,  2001,  and  continues  until  the  po¬ 
sition  is  filled.  Salary  and  benefits  are  com¬ 
petitive,  commensurate  with  experience. 

MCLA  is  an  AA/EEO  employer 


THE  UNIVERSITY  OF  FLORIDA  College  of 
Journalism  and  Communications  seeks  a 
tenure-track  assistant  professor  in  the  De¬ 
partment  of  Journalism  for  its  magazine  se¬ 
quence.  Starting  date:  August  2001. 

The  successful  candidate  should  demon¬ 
strate  ability  to  teach  in  the  magazine  cur¬ 
riculum,  to  provide  leadership  for  a  growing 
sequence,  to  advise  an  award-winning  stu¬ 
dent  magazine  and  to  engage  in  scholarly 
or  other  creative  activities. 

Significant  magazine  editorial  experience 
and  an  advanced  degree  are  required.  Ex¬ 
perience  in  content  development,  design  or 
production  skills  is  preferred. 

Applications  must  be  postmarked  by  April 
2.  Send  a  cover  letter,  curriculum  vitae  and 
a  list  of  four  references  to: 

Professor  William  McKeen,  Chair 
College  of  Journalism  and  Communications 
Department  of  Journalism 
University  of  Florida 
P.O.  Box  118400 
Gainesville,  FL  3261 1-8400 
The  University  of  Florida  is  an  Affirmative 
Action/Equal  Opportunity  Employer 


ADVERTISERS 


For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 

www.editorandpublisher.com 


Phone:1-888-825-9149  ~ 


CLASSIFIED  ADVEBTISIN6 


-  Fax :  (646)  654-5312 
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-HELP  WANTED- 


ADMINISTRATIVE 


GENERAL  MANAGER 

The  Auburn  Journal  is  seeking  a  dynamic  in¬ 
dividual  to  fill  its  general  manager  position.  The 
successful  candidate  will  have  a  proven  adver¬ 
tising  sales  record  and  knowledge  of 
pre-press,  press  and  mailroom  operations.  We 
are  a  13,000  daily  newspaper  located  in  the 
fastest  growing  county  in  California.  The 
Auburn  Journal  is  one  of  ten  publications  pro¬ 
duced  at  the  Auburn  facility  in  addition  to 
a  strong  commercial  print  operation. 

For  the  right  individual  this  is  an  opportunity 
to  live  and  work  in  one  of  the  most  desirable 
areas  of  the  country.  To  be  considered  your 
written,  verbal,  organizational  and  people 
skills  must  be  exceptional.  You  must  have  the 
ability  to  handle  multiple  projects,  meet 
deadlines,  analyze  costs  and  contribute  to 
marketing  plan  development.  Your  stable 
work  record  and  prior  management  experi¬ 
ence  reflects  advancement  not  only  in  knowF 
edge  but  also  in  levels  of  responsibility. 

This  position  reports  directly  to  the  publisher 
with  the  opportunity  to  interface  with 
other  publishers  and  key  managers  within 
the  group.  The  individual  we  are  seeking 
will  receive  a  competitive  salary  bonus, 
profit  sharing  and  benefits  package.  All 
interested  candidates  should  submit  resume 
and  salary  history  to: 

Publisher,  Auburn  Journal 
P.O.  Box  5910,  Auburn,  CA  95604 
Or  e-mail  to:  mcody@foothill.net 
The  Auburn  Journal,  a  division  of  Brehm 
Communications  Inc.,  is  an  EOE.  Pre-  em¬ 
ployment  drug  testing  required. 


GENERAL  MANAGER/EDITOR  for  5,000 
weekly  in  Southern  Indiana.  Resume: 
filkinsr@psci.net.  Call  (812)  547-3424 


ADMINISTRATIVE 


ADVERTISING 


CLASSIFIED  ADVERTISING  DIRECTOR 
The  East  Valley  Tribune,  a  100,000-k  circu¬ 
lation  daily  and  its  array  of  weekly  and  niche 
publications,  is  seeking  a  dynamic  and 
skilled  Classified  Advertising  Director.  In 
this  role,  you  will  be  responsible  for  meeting 
the  overall  classified  and  legal  advertising 
revenue  goals,  as  well  as  overall  man¬ 
agement  of  approximately  40  employees. 
The  successful  candidate  will  have  strong 
organizational  skills  with  advertising  sales 
experience,  a  proven  track  record  meeting 
revenue  goals  and  excellent  communica¬ 
tion,  leadership  and  negotiating  skills.  In  ad¬ 
dition,  we  are  looking  for  a  candidate  that 
will  diversify  the  current  classified  base  of 
business  into  additional  categories  that  will 
truly  reflect  the  marketplace.  Requires  a 
Bachelor's  degree  in  advertising,  marketing 
or  related  field;  5  years  advertising  experi¬ 
ence  with  3  years  in  management.  Located 
in  the  sunny  Phoenix  metro  area,  the  East 
Valley  Tribune  is  a  proud  subsidiary  of  Free¬ 
dom  Communications,  Inc.,  the  14th  largest 
newspaper  company  in  the  U.S.  with  a 
combined  daily  circulation  of  over  one  miF 
lion  subscribers.  We  offer  a  competitive  saF 
ary  and  excellent  benefits. Send  your 
resume  and  cover  letter  with  salary  history 
to:  Kathy  Thorne,  The  Tribune,  120  W.  1st 
Avenue,  Mesa,  AZ  85210.  Or  Fax  to  (480) 
897-640.  E-mail:  kthorne@aztrib.com 


SALES  MANAGERS 

Looking  for  fast  track  career  advancement 
to  Publisher?  Community  Media  Group  has 
openings  in  Indiana  and  Illinois.  Fax  resume 
including  a  history  of  your  sales  successes 
along  with  earnings  history  to: 

(618)  932-3848 
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Recruitment  Specialists 

Some  of  our  current  assignments: 

■  Call  Center  Manager  -  Large  weekly  newspaf>er  group 
seeks  experienced  classified  manager;  strong  people  skills 
and  marketing  insight;  exceptional  company,  benefits  and 
opportunity. 

■  General  Manager  -  Community  newspaper  group  in 
Midwest  seeks  strong  sales-oriented  manager  to  oversee 
23  publications  with  over  300,000  circulation;  need 
experienced  professional. 

■  Classified  Advertising  Director  -  Florida  daily 
newspaper  (circulation  75,000  to  130,000)  needs 
experienced  leader  to  help  drive  classified  activities  and 
staff;  good  compensation  and  environment. 

Contact  us  if  you  have  a  recruitment  need. .  .or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963-9300  ■  mm2@voyager.net  ■  fax  847.934.6607 


ADVER'nSING 


CLASSIFIED  ADVERTISING  MANAGER 
Major  metropolitan  daily  is  looking  for  sales 
leader  to  direct  the  advertising  effort  of  our 
employment,  real  estate,  and  call  center 
operations.  Major  responsibilities  include 
separate  employment  guide  and  classified 
online  sales.  The  successful  candidate  will 
have  a  minimum  2  years  advertising  man¬ 
agement  experience  with  a  solid  track  rec¬ 
ord  in  employment  sales. 

For  immediate  consideration,  please  submit 
your  resume,  cover  letter,  and  salary  re¬ 
quirements  to: 

Box  2033,  Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING  MANAGER  with  minimum  two 
years  sales  experience  needed  for  Ohio  daF 
ly  in  small  town.  Excellent  salary,  large 
commissions,  best  fringe  benefits.  Opportu¬ 
nity  for  advancement  within  larger  company 
for  person  with  passion  for  selling  who 
wants  to  get  to  the  top.  Send  resume,  letter 
about  yourself  to: 

Box  2030,  Editor  &  Publisher 
770  Broadway 
7th  FI,  NY,  NY  10003 


ADVERTISING  ACCOUNT  EXECUTIVE 
Palo  Alto  Daily  News  (total  circulation 
45,000)  Can  you  sell  ads  in  Silicon  Valley? 
Income  potential  to  75K. 

Fax  resume  to  Ad  Director: 

(650)  8530904 


ADMINISTRATIVE 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Syracuse  Newspapers  is  looking  for  an 
Advertising  Director  to  lead  a  professional, 
creative  and  motivated  department  of  120 
people  at  Central  New  York’s  largest  news 
medium.  We  want  an  experienced  leader 
with  a  track  record  in  achieving  sales  goals 
and  objectives.  This  is  an  opportunity  to 
work  with  successful,  goaForiented  retail, 
classified,  national  sales,  advertising  servic¬ 
es  and  customer  service  teams  in  a  depart- 
mentally  cooperative  environment.  Must 
have  natural  people  skills,  a  strong  under¬ 
standing  of  market  data  as  it  applies  to 
sales  and  strategic  planning,  knowledge  of 
advertising  and  customer  service  business 
systems.  The  Syracuse  Newspapers  offers 
an  excellent  salary  and  benefits  package, 
including  100-percent  paid  medical,  dental, 
and  eyewear  coverage.  Located  at  the 
crossroads  of  upstate  New  York,  Syracuse 
is  surrounded  by  the  beautiful  Fingerlakes, 
Thousand  Islands,  Adirondack  Mountains 
and  is  less  than  a  day’s  drive  to  New  York 
City,  Boston,  Toronto  and  other  northeast 
metro  areas.  Enjoy  the  four  seasons  as 
well  as  affordable  housing,  great  schools 
and  abundant  cultural,  art  and  sports  actiw- 
ties.  Send  resume  and  salary  requirements  to: 

The  Syracuse  Newspapers 
Attn:  Human  Resources 

Advertising  Director  Position 
P.O.  Box  4915,  Syracuse,  NY  132214915 


ADMINISTRATIVE 


PUBLISHER 
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NJ  weekly  newspaper  group  is  looking  for  a  publisher  to  head 
up  its  operations.  We  are  27  publications  witir  weekly  diculation  of 
3^,000  plus.  We  are  seeking  candidates  with  strong  experience  in 
weekly  publishing  and  a  record  of  success. 

Please  send  your  resume  to:  Penn-Jersey 
Advance,  Office  6717, 44  Veterans  Memorial 
Drive,  PO  Box  699,  Somerville,  NJ  08876. 


ACADEMIC 


ACADEMIC 


VISITING  ASSISTANT  PROFESSOR 
OF  JOURNALISM 


Ohio  Wesleyan  University  invites  applications  for  a  two  year,  non-tenure  track 
appointment  as  an  assistant  professor  of  journalism  beginning  in  August 
2001. The  candidate  should  be  able  to  teach  courses  in  basic  news  writing 
and  reporting,  editing,  computer-assisted  reporting  and  either  journalism  his¬ 
tory  or  mass  media  law.  The  candidate  will  also  be  expected  to  advise  the 
student  newspaper.  Qualifications:  M.A.  required,  Ph.D.  preferred:  at  least 
three  years  of  experience  as  a  newspaper  reporter  required;  college-level 
teaching  preferred.  Please  send  letter  of  application,  resume,  syllabus  and 
three  letters  of  recommendation  to: 

Professor  Trace  Regan,  Chair,  Search  Committee 
Journaiism  Department 
Ohio  Wesieyan  University 
Deiaware,  OH  43015 


Ohio  Wesleyan  University  is  an  Equal  Opportunity  Employer  and  especialy  invites  | 
applications  from  Women  and  minorities.  The  review  of  applications  will  begin 
March  26,  2001 


www.editorandpublisher.com 
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ADVERTISING 


ADVERTISING  SALES  MANAGER 
Incredible  adventure  for  entrepreneurs  and 
sales  sharks  looking  for  fantastic  career  op¬ 
portunity.  Bigfoot  Media,  publisher  of  the 
Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  is  looking  for  high-energy  Sales 
Managers  to  build  and  lead  teams  at  small, 
start-up  California  daily  neviispapers.  Abso¬ 
lutely  must  love  sales-looking  for  aggressive 
up  and  comers!  Competitive  compensation 
+  stock  options  for  aggressive  leaders.  Not 
for  the  faint-hearted:  strong,  entrepreneurial 
work  ethic  required!  E-mail  cover  letter,  re¬ 
sume,  salary  history: 

hr^erkeleydailyplanet.net 
Or  Fax:  (510)  841-5695 


DISPLAY  ADVERTISING  MANAGER 
The  New  Haven  Register,  Connecticut's 
second  largest  daily  and  Sunday  newspaper 
is  searching  for  an  energetic,  seasoned, 
sales  leader  to  complement  our 
management  team.  The  successful  candi¬ 
date  will  have  responsibilities  for  a  skilled, 
major  account  team,  territory  staff  and 
managers,  on-line,  inside  sales  and  support 
personnel. 

New  Haven,  home  to  Yale  University  and 
situated  on  Connecticut’s  shoreline,  offers 
a  superb  quality  of  life  in  a  culturally  filled 
environment.  This  position  has  a  competi¬ 
tive  salary  commensurate  with  experience, 
a  rich  bonus  program,  full  benefit  package 
and  growth  opportunities. 

Please  fax  or  E-mail  your  resume  along  with 
a  letter  detailing  your  qualifications,  per¬ 
sonal  strengths  and  salary  history  to: 

Denise  L.  Holman 
Vice  President,  Advertising 
New  Haven  Register 
40  Sargent  Drive 
New  Haven,  CT  06511 
E-mail:  dholman@joumalregister.com 
Fax:  (203)  789-5770 


RECRUITMENT  ADVERTISING  MANAGER 
MIAMI,  FLORIDA 

The  Miami  Herald  and  El  Nuevo  Herald  seek 
an  experienced,  career-minded,  for¬ 
ward-thinking,  risk-taking  sales  manager 
with  documented  success. 

Our  ideal  candidate  will  be  a  proven  sales 
leader  and  coach  with  3-5  years  recruitment 
advertising  management  experience. 
Strong  analytical  skills,  strategic  deci¬ 
sion-making  abilities,  and  knowledge  of 
technology  and  Internet  sales  required. 
Must  have  thorough  understanding  of  both 
telephone  and  outside  sales. 

Develop  key  strategies  to  grow  revenue. 
Train,  motivate  and  develop  staff.  Work 
closely  with  the  Classified  Manager,  Classi¬ 
fied  Director  and  Vice  President,  developing 
Recruitment  Advertising  offerings  for  the  fu¬ 
ture.  Competitive  compensation  package 
and  excellent  benefits.  Enjoy  the  many 
pleasures  that  South  Florida  offers  residents 
of  our  dynamic  community. 

Send  resume  and  cover  letter  to: 
ahernandez@herald.com 
PLEASE  refer  to  job  EP-JS 
Fax  to  (305)  995-8021 


ADVERTISING  DIRECTOR 
Aiken  (SC)  Standard.  Duties  include  15,000 
daily,  3,000  weekly  and  advertising  sales  in 
monthly  large  corporation  newspaper.  Send 
letter  with  salary  requirements  and  resume 
to  Scott  Hunter,  publisher,  Aiken  Standard, 
P.O.  Box  456,  Aiken,  SC  29802. 


ADVERTISING 


REAL  ESTATE  SALES  MANAGER 
Work  in  beautiful  Austin,  Texas  leading  the 
sales  and  support  staff  of  the  Outside  Sales 
and  Order  Entry  division  of  the  Austin  Amer- 
ican-Statesman  classified  advertising  de¬ 
partment.  Forecast,  report  and  prepare 
categorical  portions  of  month-end  reports  & 
annual  budget.  Maintain  effective  communi¬ 
cations  with  advertisers  and  attend  associa¬ 
tion  meetings.  Requires  5  years  of 
newspaper  classified  management  experi¬ 
ence. 

Please  apply  to  Austin  American-Statesman, 
Human  Resources  Department,  305  S  Con¬ 
gress  Avenue,  Austin,  TX  78704. 

Call  (512)  445-3709 
or  Fax  (512)  445-3883 
or  E-mail  aa-sjobs@statesman.com 
www.statesmanclassifteds.com 
EOE  Pre-employment  Drug  Test  Required 


CIRCULATION 


CORPORATE  CIRCULATION 
CONSULTANT 

Community  Newspapers  Holdings, 
Inc.(cnhi)  of  Birmingham,  AL.  is  looking  for 
an  experienced  circulation  pro-  fessional  to 
advise  and  guide  its  300  plus  daily  and 
weekly  newspapers  on  all  areas  related  to 
circulation. 

The  successful  candidate  must  have  circu¬ 
lation  manager/director  experience  and  a 
college  degree  is  preferred.The  position  re¬ 
quires  extensive  travel,  an  ability  to  relate 
to  daily  and  weekly  newspapers  and  excel¬ 
lent  communication  skills. 

The  position  offers  a  competitive  salary 
with  excellent  benefits  and  reports  to  the 
Corporate  Vice  President  of  Sales  and  Mar¬ 
keting.  This  is  an  outstanding  opportunity 
for  a  career-minded  professional  to  work 
with  a  growing  newspaper  organization  with 
a  great  culture. 

Your  opinions  will  have  significant  impact 
on  the  circulation  strategy  of  the  largest 
newspaper  title  publisher  in  the  United 
States.  If  you  believe  this  is  a  position  for 
you  send  your  resume  and  salary  history  to: 

F.  Steve  McPhaul 
3500  Colonnade  Parkway 
Birmingham,  AL  35241 
No  phone  calls,  please.  The  closing  date  for 
resumes  is  March  15,  2001. 


CIRCULATION  DIRECTOR 
SAVANNAH,  GEORGIA 

Named  by  the  Georgia  Press  Association 
as  Georgiais  Best  Newspaper,  the  Savannah 
Morning  News  (61,803  daily  and 
76,253  Sunday)  has  an  immediate  opening 
for  a  circulation  director.  A  7-day  morning 
newspaper,  the  Savannah  Morning  News  al¬ 
so  publishes  a  group  of  weekly  and  monthly 
products.  The  ideal  candidate  should  have 
a  proven  track  record  of  growing  circulation, 
providing  excellent  customer  service, 
building  effective  market  strategies  and  de¬ 
veloping  circulation  team  members.  This  is 
a  great  opportunity  for  a  qualified  candidate 
to  join  an  aggressive  newspaper  and  to  live 
and  work  in  coastal  Georgia.  We  offer  a 
comprehensive  benefits  package.  Please 
forward  a  detailed  resume,  including  salary 
requirements  and  availability  to: 

Lou  Barnes,  Savannah  Morning  News 
P.O.  Box  1088,  Savannah,  GA  31402 
E-mail  to:  lbarnes@savannahnow.com 
MARCH  12,  2001 
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CIRCULATION 


CIRCULATION  DIRECTOR 
The  New  Jersey  Herald,  a  suburban-rural 
six-day  24,000  daily  in  northwest  New  Jer¬ 
sey,  needs  professional  Circulation  Director 
to  lead  department  of  24  working  to  main¬ 
tain  and  build  circulation. 

Must  be  sales-oriented  to  innovate  with  de- 
partmentis  creative  sales  team  in  highly 
competitive  area.  Need  background  of 
solid  operational  experience  to  lead  im¬ 
provement  in  hard-working  distribution 
force.  Good  communications  skills  a  must. 
As  department  head,  would  be  part  of 
newspaperis  strategic  management  team. 
Excellent  starting  salary,  plus  benefits 
package  and  growth  potential. 

Please  send  resume  with  references  and 
salary  requirements  to:  Kent  Roeder,  Gener¬ 
al  Manager,  The  New  Jersey  Herald  2  Spring 
Street,  Newton,  NJ  07860. 

E-mail:  kroeder@njherald.com 

LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 
FEATURE  OPPORTUNITIES 
CIRCULATION 

The  Observer  (Dunkirk,  NY)  located  on 
beautiful  Lake  Erie,  has  an  opening  for  Cir¬ 
culation  Director.  We  are  a  13,500  daily  lo¬ 
cated  in  Chautauqua  County,  which  offers 
an  excellent  quality  of  life.  Our  area  offers 
several  opportunities  for  the  outdoor  enthu¬ 
siast,  as  well  as  world  famous  Chautauqua 
Institution  for  cultural  events.  The  area  also 
offers  superior  public  educational  facilities. 
Successful  candidate  must  have  experience 
in  all  aspects  of  circulation  and  be  able  to 
assist  in  our  number  one  goal  of  growing 
circulation.  As  part  of  the  Ogden  Newspaper 
Group,  we  offer  excellent  salary,  benefits 
and  grovrth  potential.  Please  send  cover  let¬ 
ter,  resume  and  salary  history  to: 

General  Manager,  Observer 
P.O.  Box  391.  Dunkirk,  NY  14048D391 
Or  E-mail:  jcaustin@post-journal.com 


ADVERTISING 


CIRCULATION 


CIRCULATION: 

ZONE  AND  DISTRICT  MANAGERS 
A  150,000  daily  and  250,000  Sunday  Gan¬ 
nett  newspaper  located  in  the  Midwest  is 
searching  for  an  ambitious  management 
team.  Candidates  with  2-3  years  circulation 
experience,  or  equivalent  management 
skills  are  invited  to  apply.  A  strong  work 
ethic  and  desire  to  succeed  are  the  quali¬ 
ties  most  desired.  We  offer  excellent  com¬ 
pensation  and  benefit  package,  including 
medical,  dental,  life  insurance,  retirement, 
401(k)  and  great  growth  opportunities;  all 
in  a  very  affordable  location.  Employment 
is  contingent  on  passing  a  pre-employment, 
post  offer  drug  test.  Fax  resume 
with  salary  history  to: 

Bill  Seemillerat:  (515)  286-2547 
or  E-mail:  bseemiller@dmreg.com 


CIRCULATION  DIRECTOR 
Come  head  up  one  of  the  fastest  growing 
newspapers  in  Texas.  The  Killeen  Daily  Her¬ 
ald  is  accepting  applications  for  the  Circula¬ 
tion  Director  position. 

This  is  a  20,000  Daily  and  a  25,000  Sunday 
circulation  newspaper  located  in  Central 
Texas.  We  are  in  need  of  a  strong  leader 
with  excellent  management,  sales  and 
marketing  skills.  Qualified  candidate  must 
have  team  building  abilities  and  proven  cir¬ 
culation  success. 

Circulation  growth  is  our  number  one  goal. 
Our  market  is  growing  and  we  want  a  prov¬ 
en  leader  to  help  us  grow  with  it.  We  have  a 
very  stable  District  Manager  staff  and  good 
support  personnel  in  place.  Recruiting  carri¬ 
ers,  subscribers  and  collections  are  not  a 
problem.  Position  offers  excellent  starting 
salary  plus  bonuses  and  a  wonderful  bene¬ 
fits  packagePlease  forward  your  resume 
and  cover  letter  to: 

Killeen  Daily  Herald 
Attn:  Valerie  Payson 
Personnel  Department 
1809  Florence  Road 
Killeen,  TX  76541 
Phone:  (254)  501-7590 
or  Fax:  (254)  63A8204 
E-mail:  vkeating@kdhnews.com 


ADVERTISING 


Easton  Publishing  Company,  a  division  of  Advance  Publications,  is 
seeking  a  classified  executive  to  build  and  develop  a  professional  inside 
sales  department.  This  department  is  responsible  for  several  daily 


newspapers  and  over  30  paid  and  tree  weekly  newspapers,  and  reports 
to  the  publisher. 

If  you  excel  at  planning,  pricing,  packaging  and  promotion,  we  want 
to  talk  to  you.  If  you  enjoy  working  in  competitive  markets  and  seek  to 
develop  new  revenue  opportunities,  this  could  be  the  position  for  you. 

Excellent  communication  and  organizational  skills  will  be  required 
for  this  position.  The  executive  chosen  for  this  position  will  be  chaiged 
with  building  an  effective  and  successful  inside  sales  environment  for 
our  employees  and  customers. 

Send  resume  to  Martin  K.  Till,  CEO,  Ea.ston  Publishing  Co.,  PO  Box 
391,  Easton,  PA  18044-0391  ore-mail  to  mtill@cxpress-times.com. 


www.edltorandpublisher.com 


Phone:  1-888-825-9149 
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CIRCULATION 


TAKE  YOUR  NEXT  CAREER  STEP 
Anderson,  Randles  &  Associates  is  asked 
by  clients  to  fill  top-level  circulation  tions 
across  the  country.  We  now  have  positions 
in  Colorado,  California  and  Michigan.  For 
consideration  for  current  or  future  employ¬ 
ment  opportunities,  send  your  resume  to: 

Don  Michel 

Anderson,  Randles  and  Associates 
311  Rock  Ridge  Road  NW 
Cedar  Rapids,  lA  52405 
Or  e-mail:donpmichel@msn.com 
Or  Fax:  (319)  390-9289 
All  resumes  held  in  strict  confidence. 

Visit  our  website  at: 
www.AndersonRandles.com 


CIRCULATION  DIRECTOR  for  prominent 
business/legal  publication.  Seeking  director 
to  lead  reader  acquisition  and  retention  ef¬ 
forts  from  downtown  Miami  base.  Tele¬ 
marketing,  database  maintenance. 
Development  and  fulfillment  experience  re¬ 
quired. 

Five  years  experience.  Competitive  com¬ 
pensation,  salary  plus  bonus.  Excellent  ben¬ 
efits  including  401(k)  with  match  and 
desirable  downtown  Miami  location.  Send 
qualifications  and  introductory  letter  to: 

Aimee  Sontag,  Daily  Business  Review 
P.O.  Box  010589,  Miami,  FL  33101 


EDITORIAL 


COVER  SOUTH  FLORIDA’S 
MOVERS  &  SHAKERS 

The  Miami  Daily  Business  Review, 

an  award  winning  business  and  legal 
daily  in  Miami,  Fort  Lauderdale  and 
West  Palm  Beach,  is  always  looking 
for  WRITERS  with  a  thirst  for  breaking 
news  and  a  flair  for  excellent  writing. 
Our  readers,  subjects  and  sources  are 
the  people  and  businesses  that  shape 
South  Florida.  If  you  can  meet  high 
standards  and  compete  in  an  intense 
and  exciting  journalism  market,  please 
send  your  resume  and  clips  to: 

Editor,  Miami  Daily  Business  Review 
One  S.E.  Third  Avenue,  #900 
Miami,  FL  33131 


SENIOR  WRITER 

LRP  Publications  has  an  excellent  opportu¬ 
nity  with  our  growing  Human  Resources 
Magazine  Division!  You  need  to  be  a  take 
charge  professional  with  a  minimum  of  3 
years  solid  writing,  reporting  and  copy  edit¬ 
ing  experience.  You  also  need  strong  inter¬ 
personal  skills.  Background  in  Business 
and/or  HR  journalism  desirable.  Some  trav¬ 
el  required.  Send  your  credentials  including 
cover  letter  and  salary  requirements,  re¬ 
sume  and  3  clips  to:  LRP  Publications,  De¬ 
partment  120/HRE,  747  Dresher  Road, 
Horsham,  PA  19044.  Fax  (215)  784D936. 

E-mail:  dbecker@lrp.com  EOE 

ENERGETIC  INVESTIGATIVE  REPORTER  to 
find  and  develop  new  science,  health,  and 
environment  stories  for  California  and  DC 
offices.  5■^  years  experience 

Jay  Gourley  (202)  4664310  or 
gourley@publicedcenter.org 
www.editorandpublisher.com 


EDITORIAL 


MANAGING  EDITOR 

Imagine  the  following:  A  large  freshwater 
lake  and  300  days  of  sunshine  per  year  h 
an  outdoors  paradise;  an  area  building  a 
progressive  fiber  optics  network;  and  a 
county  on  the  verge  of  the  biggest  growth 
boom  in  Washington  state  history.  Add  a 
generous  salary  and  low  housing  costs. 

Your  job  as  newsroom  leader  is  to  guide  us 
through  rapid  growth  and  change  including 
design,  developing  a  strong  presence  on 
the  Web  and  providing  leadership  for  a  mix¬ 
ed  staff  of  veterans  and  newcomers.  If  you 
are  a  hands-on,  high-energy  and  dynamic 
leader  with  a  desire  to  take  on  a 
growth-oriented  position,  when  can  you 
start? 

Now  accepting  applications  for  our  9,500 
circulation,  five-day  daily  newspaper.  Appli¬ 
cation  deadline  March  31,2001.  Please 
send  cover  letter,  resume,  clips  and  salary 
history  to: 

Paul  Burke,  Publisher 
Columbia  Basin  Herald 
P.O.  Box  910 
Moses  Lake,  WA  98837 
E-mail:  pburke^agadone.com 


MANAGING  EDITOR 

The  award  winning  Killeen  Daily  Herald,  one 
of  the  fastest  growing  daily  newspapers  in 
Texas,  has  an  immediate  opening  for  man¬ 
aging  editor. 

Job  duties  include  overseeing  a  staff  of  30 
people.  Candidate  should  be  able  to  lead, 
motivate  and  inspire  staff  members.  Appli¬ 
cants  also  must  have  a  grasp  of  cut¬ 
ting-edge  design,  have  exceptional  editing 
skills  and  be  able  to  work  with  a  variety  of 
people,  both  inside  and  outside  the 
newsroom.  This  individual  must  be  willing  to 
become  active  in  the  community. 

The  Killeen  Daily  Herald,  circulabon  20,000 
daily  and  25,000  Sunday,  has  won  17 
APME  awards  in  the  past  three  years,  in¬ 
cluding  honors  for  news  writing,  photogra¬ 
phy,  feature  writing  and  design. 

Killeen,  a  city  of  85,000  located  about  an 
hour’s  drive  from  Austin,  is  nestled  between 
two  lakes  in  the  Texas  Hill  Country.  The 
city,  which  sits  in  a  metropolitan  area  of  ak 
most  250,000  people,  has  one  of  the  low¬ 
est  costs  of  living  in  the  United  States  and 
is  home  to  the  largest  military  facility  in  the 
world.  Fort  Hood. 

Send  cover  letter,  resume  and  work  sam¬ 
ples  to  Personnel  Department,  Killeen  Daily 
Herald,  P.O.  Box  1300,  Killeen,  TX  76540. 
Fax:  (254)  634-8204. 


SECTION  EDITOR 

Legal  newspaper  seeks  editor  for  weekly 
supplement  covering  Philadelphia  suburban 
legal  community.  Ability  to  develop  story 
ideas  and  to  work  with  freelancers  required. 
Minimum  4  years  journalism  experience.  JD 
helpful  but  not  required. 

Send  resume  to  Ms.  Zan  Hale,  1617  JFK 
Blvd,  Suite  1750,  Philadelphia,  (’A  19103. 
Or  E-mail  to:  zanh@palawnet.com 


MANAGING  EDITOR 

Weekly  Jewish  newspaper  seeks  managing 
editor  with  excellent  writing,  editing  man¬ 
agement  skills.  3-5  years'  experience, 
knowledge  of  Jewish  community  required. 
Send  resume,  salary  requirements,  two 
clips  to:  Executive  Editor,  Wisconsin  Jewish 
Chronicle,  1360  N.  Prospect  Ave.,  Milwau¬ 
kee,  Wl  53202. 


EDITORIAL 


EDITORIAL 


Ne  liked  her  io  much, 
we  bought  her  company. 

when  IRE  announced 
its  1999  award  winners, 
there  were  four 
finalists  for  the  top 
investigative  prize 
among  local  circulation 
weeklies.  We  were 
chagrined  to  see  that 
only  three  of  them 
worked  for  New  Times. 

o  o .  .  ^  The  fourth  was  Betty 

Betty  Brink,  Fort  Worth  Weekly  ^ 

Brink,  recognized  for 
her  groundbreaking  investigation  into  shoddy 
medical  care  for  women  incarcerated  at  the 
Federal  Medical  Center  in  Carswell,  Brink's  work 
for  Fort  Worth  Weekly  was  outstanding,  and  we 
knew  right  away  that  it  should  be  appearing  in  a 
New  Times  paper.  Now  it  does. 


At  New  Times,  we  want  the  best  journalists  in 
the  country  on  our  staffs.  And  we'll  go  to  great 
lengths  to  get  them. 

With  13  newspapers  and  more  than  a  million 
readers.  New  Times  is  the  nation’s  largest  and 
fastest-growing  publisher  of  alternative 
newsweeklies.  We  are  always  looking  for  talented 
writers  and  editors  to  join  our  award-winning  staffs. 


NewTimes 


Phoenix  New  Times  •  San  Francisco  Weekly  •  Los  Angeles 
New  Times  •  Dallas  Observer  •  Houston  Press  •  Denver 
Westword  •  Miami  New  Times  •  Broward  New  Times  • 
Cleveland  Scene  •  Kansas  City  Pitch  Weekly  •  St.  Louis 
Riverfront  Times  •  Fort  Worth  Weekly  •  East  Bay  Express 

THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


You  can  browse  our  Journalism,  and  job  opportunities,  online  at: 

www.newtimes.com 
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EDITORIAL 


ALASKA  BECKONS 

We  are  looking  tor  smart,  creative,  energet¬ 
ic  reporters  to  join  the  Anchorage  Daily 
News,  one  of  America’s  best  smalknetro 
dailies,  where  you  will  help  us  cover  huge, 
beautiful  and  ever-fascinating  Alaska.  We 
want  resourceful  reporters  able  to  turn 
complicated  issues  or  fast-moving  news  in¬ 
to  interesting,  intelligent  and  accurate  sto¬ 
ries.  We  have  immediate  openings  in 
sports,  metro  and  features.  We  will  consider 
candidates  with  experience  ranging  from 
a  little  to  a  lot,  as  long  as  we  see  smart 
journalism  in  your  clips,  and  the  potential  to 
get  better.  Competitive  salaries.  Excellent 
benefits.  Send  a  cover  letter,  resume  and  a 
dozen  recent  clips  to: 

Anchorage  Daily  News 
P.O.  Box  149001 
Anchorage,  AK  99514-9001 
Or  E-mail:  iobs@adn.com 
The  Daily  News  is  an 
Equal  Opportunity  Employer 


JOURNALIST  NEEDED  by  Brazilian  newspa¬ 
per  in  NY.  Must  have  B.A.  in  journalism  and 
2  years  experience.  Write  articles  in  Portu¬ 
guese  covering  political,  social,  cultural  and 
economic  events  in  US  from  Brazilian  per- 
specbve.  Interview  Brazilian  politicians  and 
personalibes  visiting  the  US.  Respond  to: 

HR  Department 
The  Brasilians  Newspaper 
16  W.  46th  Street,  NYC  10036 
Or  Fax:  (212)  382-3620 


EDITOR:  South  Nevada  weekly  seeks  Editor. 
Send  clips  and  resume  to: 

Personnel,  P.O.  Box  90430 
Henderson,  NV  89009 


EDITORIAL 


THE  BALTIMORE  JEWISH  TIMES,  an  inde¬ 
pendent,  award-winning  publication,  is  look¬ 
ing  for  a  “home-run  hitter."  We’re  seeking  a 
self-starting  writer,  who  develops  must-read 
stories.  Please  forward  resume,  cover  letter 
and  three  writing  samples  to: 

Phil  Jacobs,  Editor,  Baltimore  Jewish  Times 
90  Painters  Mill  Road,  Suite  210 
Owings  Mills,  MD  21117 
E-mailed  resumes  can  be  sent  to: 
pjacobs@jewishtimes.com  No  calls,  please 


WRITER/EDITOR 

Habitat  for  Humanity  Internabonal  is  seeking 
a  Writer/Editor,  position  located  in  Americus, 
GA.  Responsible  for  preparing  copy  for  HFHI 
print  and  electronic  publications,  either  by 
writing  or  editing.  Must  have  a  Bachelor’s  de¬ 
gree  and  a  minimum  of  two  years  relevant 
work  experience.  To  apply  indicate  job  code 
1532E  on  all  correspondence.  Send  resume 
and  cover  letter  to  : 

hrstaffing@hfhi.org 


BUSINESS  REPORTER 
Santa  Barbara  News-Press,  to  join  growing 
staff  in  covering  Southern  California  coastal 
county  with  diverse  economy.  Important 
sectors:  technology,  public  companies,  re¬ 
tail,  tourism,  real  estate,  agriculture.  Jour¬ 
nalism  degree,  business  reporting 
experience  preferred.  Excellent  reporting 
and  writing  skills,  versatility  and  enthusiasm 
required.  Spanish  language  skills  a  plus.  Re¬ 
sume,  writing  samples  and  cover  letter  to: 

Dave  Bemis,  Business  Editor 
Santa  Barbara  News-Press 
P.O.  Box  1359,  Santa  Barbara,  CA  93102 
or  e-mail:  dbemis@newspress.com 
by  Friday,  March  23 


EDITORIAL 


DIRECTOR,  HEALTH  NEWSFEED 
JOHN  HOPKINS  MEDICAL  INSTITUTIONS 
The  Office  of  Communications  and  Public 
Affairs  of  the  John  Hopkins  Medical  Institu¬ 
tions  seeks  an  experienced  report¬ 
er/producer  to  write,  produce  and  voice  a 
nationally  syndicated,  award  winning  daily 
radio  news  program.  Candidate  must  pos¬ 
sess  demonstrated  ability  to  synthesize 
and  present  complicated  material  to  a  lay 
audience  in  language  that  is  clear,  engag¬ 
ing,  accurate  and  informative.  Minimum  of 
three  years  experience  as  a  professional  ra¬ 
dio  news  reporter/producer.  Science  or 
medical  background  preferred. 

Your  writing  and  delivery  must  be  accepta¬ 
ble  to  the  hundreds  of  stations,  commercial 
and  non-commercial,  within  the  U.S.  and 
without,  that  carry  our  program.  You  must 
have  basic  computer  skills  and  some  famili¬ 
arity  with  studio  audio  production  equip¬ 
ment,  including  ISDN  system  and  audio 
editing  software. 

The  successful  candidate  will  serve  as  a 
senior  member  of  the  Office  of  Public  Affairs 
staff,  with  assignments  and  responsibilities 
that  extend  beyond  administration  of 
the  radio  services,  e.g.  program  budget  re¬ 
sponsibility,  liason  with  national  and  local 
media  to  promote  the  program  and  supervi¬ 
sion  of  the  production  assistant. 

This  is  a  unique  and  compelling  opportunity 
to  be  the  “public  voice"  for  what  is  arguably 
the  world's  pre-eminent  medical  institution. 
For  the  seasoned  professional,  who  loves 
radio  news  but  is  searching  for  a  calmer  life 
and  a  more  fulfilling  practice  of  the  craft,  it 
is  a  spectacular  chance  to  blend  the  two. 
Johns  Hopkins  University  offers  a  compre¬ 
hensive  salary  program  and  excellent  bene¬ 
fits  in  a  smoke  and  drug  free  workplace. 
For  consideration,  please  send  resume  indi¬ 
cating  Job  #MMBA2243  on  cover  letter  via 
E-mail  to  jhu@alexus.com,  or  fax  to  (877) 
262-0646,  or  mail  to  JHU  Resume  Proces¬ 
sing  Center,  P.O.  Box  3687,  Scranton,  PA 
18505.  EOE/AA/DA. 

ASSISTANT  CITY  EDITOR 
The  Durango  Herald,  a  seven-day  morning 
newspaper  in  spectacular  Southwest  Colo¬ 
rado,  has  an  opening  for  an  assistant  city 
editor.  This  full-time  person  runs  the  local 
news-gathering  operation  at  night  three  or 
four  nights  a  week  and  does  reporting  the 
rest  of  the  time.  Come  work  in  the  Rockies 
for  the  paper  honored  repeatedly  as  Colo¬ 
rado’s  best  small  daily.  Send  a  cover  letter, 
resume  and  work  samples  to: 

David  Staats,  Managing  Editor 
The  Durango  Herald 
P.O.  Drawer  A 
Durango,  CO  81301 

For  more  info:  www.durangoherald.com 
REPORTER 

Aggressive  reporter  with  excellent  writing 
skills  sought  for  daily  newspaper  in  Chicago 
suburbs.  Job  entails  a  variety  of  reporting 
assignments  in  an  extremely  competitive 
market.  Send  resume  and  sample  clips  to: 
Paul  Harth 

Associate  News  Editor 
The  Courier  News 
P.O.  Box  531,  Elgin,  IL  60121 
Employment  contingent  on  drug 
screen  results 


EDITOR  for  semi-weekly  newspaper  in 
Franklin,  VA.  Excellent  salary,  benefits. 

For  info  call  Hanes  Byerly  or  Jamie 
Brown  (800)  562-9822 


EDITORIAL 


COPY  EDITOR/DESIGNER 
Employee-owned  AM  daily  wants  a  copy  edi¬ 
tor/designer  who  can  think  like  a  reader. 
We  rotate  duties  so  itis  a  great  place  to 
build  your  resume.  Many  of  our  deskers  ha¬ 
ve  gone  on  to  major  dailies.  But  you  might 
just  fall  in  love  with  Idaho  Falls.  Itis 
small-town  friendly  with  no  traffic  jams  and 
a  low  cost  of  living.  In  your  off  hours,  ski, 
fish,  raft  or  take  day  trips  to  Yellowstone, 
Jackson  Hole  or  Sun  Valley.  Mail  resume 
and  references  to:  Beth  Butler,  Post  Regis¬ 
ter,  333  Northgate  Mile,  Idaho  Falls,  ID 
83401. 


CITY  EDITOR  &  COPY  EDITOR 
CITY  EDITOR:  Newspaper  located  in  the 
heart  of  the  Rocky  Mountains  seeks  a 
strong  leader  to  oversee  reporting  staff  of 
six  for  a  daily  paper.  Applicant  needs  to  be 
motivated  with  strong  leadership  and  ex¬ 
cellent  grammar  and  AP  style  skills.  Must 
have  a  passion  for  the  news  business. 

COPY  EDITOR:  Seeking  bright,  resourceful 
and  innovative  copy  editor  to  design  pages, 
edit  copy,  write  headlines  as  well  as  other 
news  desk  duties.  Strong  language  skills, 
passion  for  accuracy,  and  knowledge  of 
QuarkXPress  required.  Send  cover,  letter  re¬ 
sume  and  work  samples  to: 

Human  Resources  Director 
P.O.  Box  6607 
Avon,  CO  81620 

Please  specify  position  of  interest.  EOE 


GENERAL  ASSIGNMENT  REPORTER 
Immediate  opening  for  a  staff  writer  at 
29,000-circulation,  award-winning,  seven-d¬ 
ay  morning  newspaper  in  central  Pennsylva¬ 
nia.  Join  a  team  of  community  journalists 
covering  a  four-county  region.  Experience 
preferred.  Send  resume  and  clips  by  March 
23  to: 

David  Hilliard,  The  Daily  Item 
200  Market  Street,  Sunbury,  PA  17801 
No  telephone  calls,  please  EOE 


EDITOR  NEEDED 

We’re  a  fast-growing  topflight  newspaper 
organization  looking  for  a  dynamic,  effective 
leader  to  direct  all  editorial  operations 
of  a  5-day  AM  newspaper  in  a  small  town 
surrounded  by  the  beautiful  mountains  of 
southern  Colorado.  Duties  include  supervi¬ 
sion  of  staff  at  daily  and  some  supervision 
where  needed  at  weeklies  owned  by 
group.  Coverage  includes  six-county  area. 
Excellent  pay  and  benefits  offered.  Previous 
editorial  management  preferred. 

Please  send  resume  of  work  history  to: 

Corporate  Recruiter 
P.O.  Box  1278 
Huron,  SD  57350-1278 
E-mail  resume  to  SNCemail@aol.com 


COPY  EDITOR 

Our  40K  McClatchy  Company  daily,  one  of 
the  Northwest’s  best,  offers  competitive 
salary,  4-day  workweek  and  a  chance  to  ex¬ 
cel  for  an  editor  skilled  in  honing  copy,  pag- 
e  design,  head  writing  and  QuarkXPress. 
Send  resume,  letter  clips  to: 

Rick  Larsen,  Managing  Editor 
Tri-City  Herald 
P.O.  Box  2608 
Tri-Cities,  WA  99302 

www.editorandpublisher.com 


EDITORIAL 

EDITORIAL 

Obsessive  Workaholic  Needed.  Now. 

Phoenix  New  Times  did  not  become  Arizona’s 
dominant  newspaper  by  chance.  Its 
journalistic  excellence  was  built  story  by 
story,  with  reporting  that  has  earned  the 
paper  countless  national  awards.  New 
Times  writers  have  won  the  Arizona  Press 
Club’s  Journalist  of  the  Year  award  six 
years  running,  and  the  state’s  highest  honor 
for  investigative  reporting  —  the  Don  Holies 
Award  —  seven  of  the  past  nine  years. 

New  Times,  the  nation’s  largest  and  most-honored  publisher  of 
alternative  newsweeklies,  is  now  seeking  an  editor  to  continue  the 
tradition  at  its  flagship  paper.  Applicants  should  have  a  fine  touch 
with  copy,  experience  crafting  stories  in  magazine  style,  and 
reporting  chops  that  can  shred  a  blowhard  in  30  seconds  or  less. 

The  job’s  demanding.  And  it’s  damn  sure  fun. 

Applicants  should  send  cover  letter,  resume  and  clips  to: 

Christine  Brennan,  Executive  Managing  Editor 
New  Times  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 

NewTimes 

THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


LAKE  LIFE  AND  THE  ENVIRONMENT 
We’re  looking  for  a  reporter  to  cover  fea¬ 
tures  and  news  from  our  North  Idaho  bureau 
in  Coeur  d’Alene,  Idaho.  The  beat: 
lake  life,  water  quality  and  other  environ¬ 
mental  issues,  from  field  burning  to  forest 
health.  Experience  with  handling  controver¬ 
sy  fairly  and  accurately  is  required.  So  is 
the  ability  to  tell  a  tale. 

The  Spokesman-Review  is  a  135,000-  circu¬ 
lation  newspaper  ranked  among  the  top  25 
by  CJR.  Our  newsroom  is  known  for  its  fo¬ 
cus  on  quality,  high  morale,  creativity,  and 
teamwork  among  editors,  reporters  and 
photographers.  Send  letter  outlining  your 
philosophy  on  environmental  journalism, 
ideas  for  covering  this  beat,  a  resume  and 
8-10  clips  to: 

Managing  Editor  Peggy  Kuhr 
The  Spokesman-Review 
999  W.  Riverside  Avenue 
Spokane,  WA  99201 


ONE  OF  AMERICA’S  best  mid-size  dailies 
seeks  a  driven  and  passionate  reporter  to 
cover  the  merged  governments  of  Lexing¬ 
ton  and  Fayette  Counties  in  Kentucky,  a  re¬ 
gion  of  about  250,000  residents.  The 
Lexington  Herald-Leader  (120,000  daily; 
160,000  Sunday)  is  a  Knight  Ridder  paper 
with  a  tradition  of  high  quality  journalism 
that  sets  agendas  and  wins  awards.  Lex¬ 
ington  is  a  beautiful  city  home  to  hundreds 
of  thoroughbred  farms  and  the  University  of 
Kentucky.  Please  send  resume,  references, 
samples  of  breaking  news  and  enterprise 
work  to: 

City  Editor  Deedra  Lawhead 
Lexington  Herald-Leader 
100  Midland  Avenue 
Lexington,  KY  40508 
E-mail:  dlawhead@herald-leader.com 
Equal  Opportunity  Employer  M/F 


SPORTS  “R”  US 

Three  colleges,  seven  high  schools,  five 
youth  leagues,  one  of  the  nai  on’s  premiere 
outdoor  recreation  areas.  If  you  are  looking 
for  the  opportunity  to  hone  your  sports  re¬ 
porting  skills  while  practicing  true  communi¬ 
ty  journalism,  we  may  have  a  seat  for  you 
in  our  daily  newspaper’s  sports  department. 
Applications  being  accepted  for  anticipated 
openings  for  either  sports  editor 
or  sports  writer.  Competitive  salary,  good 
benefits  package.  Experience  in  Kentucky 
or  Tennessee  could  be  a  plus. 

Send  resume  and  clippings  to: 

David  Riley,  Editor 
Kentucky  New  Era 
P.O.  Box  729 
Hopkinsville,  KY  42241 


REPORTER 

Copley  News  Service  has  an  immediate 
opening  for  a  news  reporter  in  Chicago. 
The  successful  candidate  must  work  inde¬ 
pendently,  understand  state  government 
and  courts,  and  have  a  knack  for  finding  in¬ 
teresting  features.  He  or  she  will  need  to 
communicate  often  with  several  newspa¬ 
pers  and  be  able  to  relate  important  urban 
issues  to  downstate  readers. 

Send  letter,  resume  with  references  and 
work  samples  to: 

Robert  Pope,  Managing  Editor 
The  State  Journal-Register 
One  Copley  Plaza 
Springfield,  IL  62701 

www.editorandpubllsher.com 


EDITORIAL 


EDITOR  -  for  weekly  paper.  The  Sussex 
Countian,  in  Georgetown,  Delaware,  a  small 
but  growing  town  20  minutes  from  the 
beach.  Competitive  pay,  health  plan; 
401(k).  We’re  a  company  big  enough  to  be 
dynamic  but  small  enough  to  be  friendly. 
Please  send  three  story  clips  to: 

Don  Flood,  Dover  Post  Company 
P.O.  Box  664,  Dover,  DE  19903 
Feel  free  to  E-mail  me  with  questions: 
don.flood@doverpost.com 


ROOM  TO  WRITE 

New  Times,  the  nation’s  largest  and 
fastest-growing  publisher  of  alternative 
newsweeklies,  believes  the  amount  of  time 
it  takes  to  report  and  write  a  story  is  deter¬ 
mined  by  the  story  itself-not  by  inch-count 
limits  or  the  expectations  of  focus  groups. 
We’re  looking  for  experienced  journalists 
who  share  the  same  view.  We  have  immedi¬ 
ate  openings  for  staff  writers  at  our  papers 
in  Cleveland,  Kansas  City,  St.  Louis,  Phoe¬ 
nix,  Miami,  Ft.  Lauderdale  and  our  most  re¬ 
cent  acquisition  in  Ft.  Worth.  Qualified 
candidates  will  have  a  strong  background  in 
news  and  the  ability  to  write  compelling, 
magazine-length  stories  based  on  in-depth 
reporting.  New  Times  offers  competitive 
salaries  and  benefits.  Interested  candidates 
should  send  a  cover  letter,  resume,  clips 
and  three  well-developed  story  ideas  about 
the  city  in  which  they  live  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


MANAGING  EDITOR 

Leader,  motivator,  coach.  Hard  news  to  the 
soft.  Photos,  too.  Do  it  all?  Staff  of  25 
plus.  Retirement  opens  position  in  37,000 
daily  in  southern  Illinois.  Wonderful  commu¬ 
nity  to  live  in  a  great  university  city. 

E-mail  resume  to: 

Angela.Holmes@southernillinoisian.com 

EOE/M/F 


INFORMATION  SYSTEMS 


THE  VILLAGE  VOICE,  the  nations  leading  aL 
ternative  weekly  newspaper,  is  looking  for  a 
dynamic  and  driven  IT  Director  to  define  and 
lead  the  technology  direction  of  the  news¬ 
paper.  Reporting  to  the  publisher,  this  role 
will  manage  IT  professionals  who  provide 
support  for  current  systems  and  business 
operations,  as  well  as  manage  and  imple¬ 
ment  ongoing  and  future  IT  initiatives.  Addi¬ 
tionally,  this  role  will  work  with  the  corporate 
CIO  and  others  in  leveraging  technology 
across  the  company,  collaborating  with 
the  other  business  units. 

The  ideal  candidate  will  be  a  proven  leader 
with  an  ability  to  manage  and  motivate,  and 
have  a  minimum  of  four  years  experience 
implementing  projects  within  a  newspaper, 
magazine  or  Internet  publishing  environ¬ 
ment.  Strong  technical,  organizational, 
communications,  and  interpersonal  skills, 
including  the  ability  to  effectively  commu¬ 
nicate  to  non-technical  staff,  are  all  required 
to  be  successful  in  this  role. 

Qualified  candidates  should  immediately 
E-mail  their  resume  and  salary  requirements 
to  Genaro  Montanez  at: 

gmontanez@villagevoice.com 
Or  fax  to:  (212)475-8945 
We  value  diversity  and  all  employment  op¬ 
portunities  are  equal. 


MAILROOM 


POST-PRESS 

SUPERVISOR 

Join  Philadelphia’s  largest 
cold  web  printer  and  earn 
$75,000  Annually  plus 
Performance  Bonus 


Bartash  Printing  is  a  7-day,  24  hour 
printing  operation  that  seeks  an  experi¬ 
enced  post-press  supervisor  that  has 
the  ability  to  commit  tight  deadlines, 
work  under  pressure  while  providing  ex¬ 
cellent  print  quality.  The  supervisor  has 
the  responsibility  to  manage  a  crew  of 
45.  Ideal  candidate  must  have  experi¬ 
ence  with  the  following  equipment:  Kirk 
Rudy  inserting  equipment,  Muller  Marti¬ 
ni  saddle  stitching  equipment  and  Video 
Jet  address  labeling  machines.  Special 
consideration  will  be  given  to  candi¬ 
dates  that  have  knowledge  with  postal 
regulations  for  standard  and  periodical 
mailings.  This  is  a  pivotal  role  that  re¬ 
quires  planning,  management  skills  and 
the  ability  to  produce  bottom-line  results 
by  streamlining  the  production  process. 
This  position  offers  a  base  salary  plus  a 
performance  bonus,  complete  benefit 
package  and  relocation  expense. 


Please  fax  or  E-mail  resume  to: 
Fax:  (215)  724-3948 
eyucis@bartash.com 
Equal  Opportunity  Employer 


PRESSROOM 


PRESSROOM  MANAGER 
Cox  North  Carolina  Publications  is  seeking 
a  Pressroom  Manager.  Two  DGM  press 
lines  in  state-of-the-art  central  printing  facili¬ 
ty  located  in  Eastern  North  Carolina  produc¬ 
ing  two  dailies,  18  weeklies  and  some 
commercial.  Successful  candidate  should 
have  minimum  five  years  supervisory  experi¬ 
ence  in  a  single-width  pressroom  and  be 
able  to  provide  leadership  to  a  department 
of  18  people  with  expansion  possibilities. 
Excellent  people  skills  a  must.  Printing  de¬ 
gree  would  be  a  plus.  Send  resume  to: 

Roger  Silvey 

Cox  North  Carolina  Publications,  Inc. 

P.O.  Box  1967,  Greenville,  NC  27835 
We  offer  competitive  pay,  and  a  compre¬ 
hensive  benefits  package  including  medical 
and  dental  insurance,  401(k),  company  paid 
pension,  life  insurance,  and  more. 

E  lual  Opportunity  Employer 


PREPRESS 


IMAGING  SPECIALIST 

The  Lexington  (KY)  Herald-Leader,  a 
120,000  daily  and  160,000  Sunday  circu¬ 
lation  paper  is  looking  for  an  imaging  spe¬ 
cialist.  This  person  will  be  a  member  of  the 
imaging  department,  working  under  the 
guidance  of  the  Imaging  Director  in  the 
scanning  and  prepressing  of  daily  and  ad¬ 
vance  editorial  color  and  B/W  images  for 
output. 

Qualifications  include  a  strong  working 
knowledge  of  Macintosh,  Adobe  Photoshop 
and  APServeNT.  This  position  requires  ex¬ 
cellent  people  skills,  use  of  sound  judgment 
and  decision  making  and  maintaining  a  pro¬ 
ductive  work  flow.  Also  requires  creativity 
and  skill  in  digital  imaging  to  provide  section 
editors  and  designers  with  property 
prepressed  images  within  deadline  time 
constraints  of  each  section. 

Looking  for  someone  with  at  least  3  years 
prepress  experience.  Please  contact: 

Sharon  Ruble,  Imaging  Director 
Phone:  (859)  231-1326 
Fax:  (859)  231-9738 
Or  E-mail:  sruble@heral(Header.com 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


FOUR  YEARS  out  of  the  newspaper  business 
is  long  enough!  Former  Editor/Publisher 
weeklies,  shoppers,  dailies  up 
to  36,000.  Bottom-line  oriented,  quality 
products  produced  .  Very  active  in  commu¬ 
nity.  Motivator.  Teacher.  Leader.  Creative 
in  all  areas.  Ads,  editorial,  circulation,  pro¬ 
motions.  Give  me  a  chore.. and  give  me  the 
freedom  to  exceed  expected  results. 
Relocation  to  most  areas  of  the  country  not 
a  problem. 

George  S.  Smith:  gsidsmith@alttel.net 
(501)8430727 


ADVERTISING 


AD  DIRECTOR  seeks  new  opportunity  to 
grow  revenue  with  daily  newspaper.  20 
years  successful  experience.  MBA,  Knight 
Ridder  and  Gannett  trained.  Excellent  lead¬ 
ership  skills.  E-mail  to: 

NewspaperAdvDir@aol.com 


EDITORIAL 


EXPERIENCED  MUSIC/FEATURES  WRITER 
seeking  freelance  work  for  a  national  news¬ 
paper/magazine.  Also  looking  to  reestablish 
a  weekly  music  column  in  the  tri-state 
area,  which  includes  a  short  national  and  or 
local  interview,  ticket  announcements,  local 
happenings  and  national  tidbits.  Contact: 
ccooney07@aol.com 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  6^6.65^.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry’s - 

- meeting  place. - 
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Phone:1-888-825-9149  ~  [ 

lASSIFIED  ADVERTiSINI 

Q  ~  Fax :  (646)  654-5312 

MGOLDEN(gEDITORANDPUBLISHER.COM  • 

MMACMAHON@EDITORANDPUBLISHER.COM 

•  HPREUSS@EDITORANDPUBLISHER.COM 

EDITORIAL 


EXPERIENCED  auto  tester  and  computer 
guru  seeks  contributing  writer’s  position  at 
your  magazine  or  newspaper.  Will  custom 
tailor  to  your  format,  exposure  more  impor¬ 
tant  than  pay.  Also  available  for  other  as¬ 
signments.  Contact: 

Opossum@ix.netcom.com 
4901  Green  River  #63 
Corona,  CA  92880 
(909)  3400631 


LONDON-BASED  freelance  journalist  availa¬ 
ble  to  cover  UK,  Ireland.  Specialist  topics 
including  business. 

Kia@douglasstreet.co.uk 


EXPERIENCED  FINANCIAL  WRITER 
Will  provide  captivating,  creative  copy 
Reply:  gemelli7^uno.com 


IRISH  JOURNALIST  columnist,  economics 
graduate,  seeks  outlet  for  regu¬ 
lar/occasional  current/economic  affairs  coF 
umn.  Contact:  H  Bauress  at: 

E-mail:  hbauress@oceanfree.net 
or  phone  international:  353.1.6245732 


EDITORIAL 


LOOKING  FOR  GREAT  JOB 
AS  A  REPORTER 
www.resume.jupiterx.com 


CREATIVE  DESIGNER/EDITORIAL  ARTIST 
Seeking  full  time  opportunity.  Review  port¬ 
folio  samples  and  resume  at: 

www.doodlefish.com 
E-mail:  grantw@mindspring.com 


MAILROOM 


MAILROOM  MANAGER:  25  years  of  experi¬ 
ence  in  all  aspects  of  Production  &  Equip¬ 
ment  needs.  If  you  want  a  hands  on 
Manager  and  still  be  able  to  meet  produc¬ 
tion  schedules,  please  call: 

Steve  (334)  621-7292 


PRESSROOM 


PRESSROOM  MANAGER  seeks  new  chal¬ 
lenges  with  a  daily  or  weekly  newspaper. 
Excellent  qualifications,  education  and  ex¬ 
perience.  Please  E-mail  me  at: 

DF9190@aol.com 


CLASSIFIED 
ADVERTISERS 


If  you  don  t 
see  a  category 
that  fits  your  needs 
please  call  us  at  888.825.9149. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 

- details  at  www.editorandpublisher.com 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


CLASSIFIED  ADVERTISING 
INFORMATION 


r 


DEADLINES 

l^ilHliaiH! 

LINE  AD  RATES 


1 


Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

1  week . 

. $11.70 

2  weeks . 

. $11.85 

2  weeks  . 

. $10.30 

3  Weeks . 

. $10.45 

3  Weeks . 

. $  9.00 

4  weeks  . 

. $  8.80 

4  weeks  . 

. $  7.70 

1 2  weeks  . 

. $  8.40 

1 2  weeks  . 

. $  6.80 

26  weeks  . 

. $  7.50 

26  weeks . 

. $  5.95 

39  weeks . . 

. $  7.25 

39  weeks  . 

. $  5.60 

52  weeks  . 

. $  6.90 

52  weeks  . 

. $  5.25 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $139 

12  weeks  . 

.  $  108 

2  weeks  . 

.  $126 

26  weeks  . 

.  $  103 

3  Weeks  . 

.  $120 

39  weeks  .... 

.  $  97 

4  weeks . 

.  $115 

52  weeks  . 

. $  92 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitter)  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MKIHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  *  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher.com 
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All  the  critical  data 
you  need  —  right 
at  your  fingertips! 

For  faster  service,  or  for  information 
on  our  CD-ROMs,  coll  toll-free 
1-888-612-7095 
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MARKETING  &  SALES 


Due  to  changes  in  the  economic  climate,  Miles  E.  Groves  pares  | 
prediction  for  2001  newspaper  ad  growth  from  5.1%  to  3.2%  ^ 


BY  JOE  NICHOLSON 

Newspaper  advertising  this  year  will  grow  by 
3.2%  —  a  lot  less  than  newspaper  forecaster  Miles 
E.  Groves’  original  prediction  of  5.1%  growth 
three  months  ago. 

Groves’  revised  forecast,  if  it  turns  out  to  be  on 


target,  will  mean  a  decrease  of  more  than  $1  billion  in  newspaper  ad 
revenue,  to  $50.2  billion  from  $51.3  billion,  from  his  original  predic-  | 
tion.  Groves’  downward  revision  was  based  primarily  on  the  poor 


performance  of  the  U.S.  economy  as  well  as 
an  informal  e-mail  survey  of  more  than  50 
newspaper  executives,  said  Groves,  chief 
operating  officer  and  chief  economist  of 
The  Barry  Group,  a  Bethesda,  Md.-based 
newspaper  consulting  firm. 

National  papers  get  the  lion’s  share  of 


national  advertising,  and  Groves  forecasts 
national  advertising  will  grow  a  respect¬ 
able  8.4%  this  year.  Small  and  midsize 
papers,  which  depend  overwhelmingly 
on  retail  and  classified  advertising,  face 
bigger  hurdles,  said  Groves,  who  predicts 
classified  will  grow  only  4.4%  this  year 


and  retail  advertising  will  advance  an 
almost  miniscule  0.3% 

“Retail  is  a  tragic  story,”  said  Groves,  who 
cited  recent  retail  chain  contractions  and 
contended  that  sagging  consumer  confi¬ 
dence  will  lead  to  reduced  purchases. 

However,  despite  Groves’  downward 
revisions,  he  pointed  out  that  he  was  fore¬ 
casting  reduced  growth,  not  a  drop  in  ad 
revenue.  “Fundamentally,  I  don’t  believe 

“I  don’t  believe  the 
economy  is  sick.  I 
don’t  believe  vve  are 
going  to  have  a 
recession.”—  miles  e.  groves 

The  Barry  Group 
the  economy  is  sick.  I  don’t  believe  we  are 
going  to  have  a  recession,”  said  Groves,  who 
predicted  real  gross  domestic  product 
(GDP)  this  year  will  grow  2.5%.  Groves 
estimated  last  year’s  real  GDP  was  5%. 

That  doesn’t  leave  much  of  a  margin 
of  comfort  for  newspapers  because  the 
industry  —  as  well  as  some  other  industries 
dependent  on  advertising  —  could  slip  into 
their  own  recession  if  the  economy’s  real 
GDP  declines  to  2%  or  below. 

Groves  said  his  revised  predictions 
will  appear  in  his  tree  quarterly  e-mail 
newsletter  “Economic  Notes,”  which  can 
be  obtained  by  e-mailing  Groves  at 
tveblen@aol.com.  11 


Newspaper  ad  spending  rises  4.1%  in  Q4 


Newspaper  Ad  Expenditures,  Fourth-Quarter  Growth 


1998  1999  2000 


Source:  Newspaper  Association  of  America  Marketing  &  Business  Analysis  Department 


BY  JOE  NICHOLSON 

Newspapers  rang  up 
a  respectable  4.1% 
advance  in  the  fourth 
quarter  of  last  year,  according 
to  Newspaper  Association  of 
America  estimates. 

The  solid  finish  to  a  more- 
than-solid  year  came  in  spite  of 
media  stories  that  warned  the 
sky  was  falling  on  the  holiday 
!  shopping  season. 

I  Retail  advertising,  year 
I  over  year,  rebounded  ttom 
an  anemic  0.7%  third-quarter 
increase  to  a  more-tolerable 
2.9%  fourth-quarter  gain,  to 
$6.3  billion.  The  other  two  ad  categories 
did  even  better  in  the  fourth  quarter. 

I  National  was  up  8%,  to  $1.9  billion; 


classified  was  up  4%,  to  $5.7  billion. 

The  fiill-year  totals  for  2000  showed 
!  newspaper  ad  spending  up  5.1%,  to  $48.7 


billion.  National  was  up  13.7%,  to  $7-7 
billion;  classified  up  5.1%,  to  $19-6  billion; 
and  retail  up  2.4%,  to  $21.4  billion.  S 
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!  that  the  comic  strip’s  site  (http: / /www 
j  .garfield.com)  drew  9.2  million  page  views 
j  in  January  and  that,  by  last  month, 
i  108,000  people  had  signed  up  to  get 
I  “Garfield”  e-mailed  to  them. 

I  Uclick  and  uComics.com  recently  began 
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A  not-very- scientific  look  at  how  some  syndicated  features  rank 
higher  among  online  visitors  than  they  do  among  offline  readers 


BY  DAVE  ASTOR 


Are  the  most  popular  print  features  also  the 
most  popular  online  features  when  they’re  posted 
on  the  Web?  Yes  and  no. 

At  Universal  Press  Syndicate,  for  instance,  the  six 
most  widely  distributed  print  features  are  “Garfield” 
(2,600  newspapers);  “Cathy”  and  “Doonesbury”  (1,500  apiece); 
“Dear  Abby”  (1,200);  “FoxTrot”  (1,000-plus);  and  “Ziggy”  (600).  Five 
Universal  features  are  in  the  500-paper  neighborhood,  including 

“NASCAR  This  Week,”  “Close  to  ~  ,  ^ 

Mini  Page,”  and  “Non  Sequitur.”  INDEX  COMICS  .  ..  .— 

Three  are  in  the  300- to  400-client  "p  ■■  m'T  T'T!" . 

range:  “Ne^  of  the  WeWr  -  alphabetical  a-b  _  H 

Ohphant,  and  Crankshaft.  j 

So  how  popular  are  these  14  -Bai.  p 

features  in  the  digital  world  of  -S . ^  a'-.k 

uclick  (the  former  Universal 

division  that’s  now  a  separate  ^ 

company)?  In  response  to  an  :55*^ 

query,  uclick  President/CEO  :HiSi 

Harry  Campbell  combined  uclick  -i  '^■'Phabetical  c  -q - 

syndication  client  lists  with  k.  pa 

uComics.com  traffic  figures  and  iC!)  tr  13 

e-mailed  comic  subscriber  totals. 

While  declining  to  give  exact  ^  ^  ^  | 

statistics,  Campbell  said  the  15  ^  j 

most  popular  online  features  -SSwm  -Ml-  ■  ,  ,  r 

might  be  (in  no  particular  order)  King  c  ffers  many  comics  on  its  site  and  in  newspapers. 

“Garfield,”  “Doonesbury,”  “Bizarro,”  |  attractive  to  a  younger  Web  audience 

“Oliphant,”  “FoxTVot,”  “The  5th  Wave,”  j  (“Bizarro”  and  “The  Boondocks”),  a  comic 

“Cadiy,”“Adam@Home,”“The  !  about  computers/technology  (“The  5th 

Boondocks,”  “News  of  the  Weird,”  Wave”),  and  various  games  possessing  the 

“Dear  Abby,”  “Universal  Crossword,”  interactivity  that  many  Internet  users  enjoy. 

“Universal  Word  Search,”  “Universal  “We  believe  that  the  demographics  of 

Puzzles,”  and  “Universal  Jigsaw.”  several  features  match  up  very  well  with 

Half  of  the  most  widely  syndicated  print  the  Web  audience,”  said  Campbell, 

features  —  seven  —  made  the  online  list.  One  Universal  feature  doing  particularly 

Among  the  features  ranking  higher  online  well  both  offline  and  online  is  “Garfield.” 

than  in  print  were  ofibeat  or  edgy  comics  Cartoonist  Jim  Davis’  Paws  Inc.  reported 


alphabetical  a-b 


)habetical  c-c 


King  cffers  many  comics  on  its  site  and  in  newspapers. 

\  attractive  to  a  younger  Web  audience 
j  (“Bizarro”  and  “The  Boondocks”),  a  comic 
I  about  computers/technology  (“The  5th 
Wave”),  and  various  games  possessing  the 
interactivity  that  many  Internet  users  enjoy. 

“We  believe  that  the  demographics  of 
several  features  match  up  very  well  with 
rint  the  Web  audience,”  said  Campbell, 

t.  One  Universal  feature  doing  particularly 

ine  well  both  offline  and  online  is  “Garfield.” 
cs  Cartoonist  Jim  Davis’  Paws  Inc.  reported 


A  star  on  each  side  of  the  online-offline  fence. 


to  also  handle  Tribune  Media  Services  fea¬ 
tures,  but  it’s  too  soon  to  tell  how  popular 
the  TMS  offerings  will  be  in  those  venues. 

King  Features  Syndicate’s  Web  site 
(http://www.kingfeatures.com)  is  designed 
i  to  be  a  business-to-business  destination, 

[  but  it  gets  enough  consumer  traffic  to  also 
!  provide  some  print  vs.  Web  comparisons. 

I  In  print,  the  11  most  widely  syndicated 

King  comics  are  “Blondie”  (2,000-plus  pa¬ 
pers);  “Hagar  the  Horrible”  (1,900-plus); 
“Beetle  Bailey”  (1,800-plus);  “The  Family 
Circus”  (1,500-plus);  “Dennis  the  Menace” 
(1,000-plus);  “Hi  &  Lois”  (about  1,000); 
“Zits”  (900-plus);  “Barney  Google  &  Snuffy 
Smith”  (about  900);  “Baby  Blues”  (700- 
plus);  “Sally  Forth”  (600-plus);  and  “The 
Lockhoms”  (500-plus). 

Meanwhile,  the  most  popular  comics  on 
the  King  site  are  (in  order)  “Zits,”  “Funlty 
Wmkerbean,”  “Baby  Blues,”  “Mutts,” 

“Hagar,”  “Beetle,”  “The  Amazing  Spider- 
Man,”  “Blondie,”  “The  Piranha  Club,” 

“On  the  Fastrack,”  “Sally  Forth,”  “TVimble- 
weeds,”  “The  Phantom,”  “Safe  Havens,” 

“Hi  &  Lois,”  and  “Buckles.” 

As  is  the  case  with  uclick/Universal 
features,  some  King  comics  rank  higher 
online  than  in  print  because  of  youth  ap¬ 
peal  and  other  factors. 

United  Media  —  whose  roster  includes 
“Peanuts”  reruns,  “Dilbert,”  “For  Better  or 
I  For  Worse,”  and  more  —  declined  to  partici- 
I  pate  in  tbis  story.  Its  Comics.com  site  posts 
j  features  from  United,  Creators  Syndicate, 

I  and  the  Washington  Post  Writers  Group.  ® 


PRINT  VEHS  WEB: 


GARFIELD  (g)PAW9  INC. 


Package  deal 
for  married 
‘Post’  writers 

The  Washington  Post  Writers 
Group  (WPWG)  is  offering  a 

package  of  - 

individually  bylined 
columns  by  the 
married  couple  of 
Donna  Britt  and 
Kevin  Merida. 

The  columns  are 
designed  for  opinion 
or  lifestyle  pages. 

Merida  writes  twice  a 
month;  Britt,  two  to 
four  times  a  month. 

Britt,  who  was 
previously  syndicated 
by  WPWG  to  55 

newspapers  before 

I.-  X  lx  Kevin  Merida  and  C 
going  on  hiatus  last 

May,  joined  The  Washington  Post  as  a 
“Style”  section  writer  in  1989  and  became 
a  columnist  three  years  later. 

Merida,  a  Post  associate  editor,  came  to 
the  paper  as  a  political  reporter  in  1993 
and  started  a  column  for  The  Washington 
Post  Magazine  last  year. 


SYNDICATES 


!  The  free  symposium  will  feature 
j  remarks  by  four  creators:  keynoter  Doug 
!  Marlette  of  Tribune  Media  Services,  Joel 
I  Pett  of  the  Lexington  (Ky.)  Herald-Leader 
I  and  Universal  Press  Syndicate,  Clay 
Bennett  of  The  Christian  Science  Monitor 
\  and  United  Feature  Syndicate,  and 
I  Robert  Ariail  of  The  State,  Columbia,  S.C., 

I  and  Newspaper  Enterprise  Association. 

- ,  The  first  two 

I  cartoonists  are 
[  Pulitzer  Prize 
winners,  and  the 
other  two  have 
been  Pulitzer 
finalists. 

“We  are  grateful 
to  George  W. 
Bush,  Jeb  Bush, 
Katherine  Harris, 
A1  Gore,  the  tele¬ 
vision  networks, 
and  pregnant 
chads  everywhere 

for  all  they  did  to 
Kevin  Merida  and  Donna  Britt;  a  writers'  group  , 

make  this  sympo- 

j  sium  the  success  we’re  sure  it’s  going  to 
j  be,”  said  Chris  Lamb  Gambc@cofc.edu), 

I  organizer  of  the  event,  assistant  professor 
of  communication  at  the  college,  and  a 
free-lancer  in  the  past  for  E^P. 


Political  cartoonists  will 
DISCUSS  Bush,  Gore,  chads 

“It’s  a  Draw:  Political  Cartoonists  Reflect 
on  the  2000  Presidential  Election”  will 
take  place  April  5-6  at  the  College  of 
Charleston  in  South  Carolina. 

et  cetera  . . . 

A  SCULPTURE  OF  CHARLIE  BROWN 
with  his  arms  around  Snoopy  has  been 
unveiled  in  Santa  Rosa,  Calif.,  where  “Peanuts” 
creator  Charles  Schulz  of  United  Feature 
Syndicate  resided  until  his  death  last  year. ... 

To  mark  Women’s  History  Month,  Knight 
Ridder/Tribune  Information  Services  is  offering 
a  paginated  page  that  pays  tribute  to  10 
women  who  broke  ground  in  the  fields  of 
politics,  literature,  entertainment,  the  arts, 
education,  medicine,  science,  technology,  and 
fashion. ...  King  Features  Syndicate  columnist 
Heloise  is  scheduled  to  appear  on  NBC-TV’s 
“Today”  show  Thursday. ...  The  Comtex 
News  Network  online  syndicator  has  signed 
agreements  to  offer  content  from  The  Christian 
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I  Syndicate  ENTERS  DIGITAL 
and  WIRELESS  agreement 

TVibune  Media  Services  and  the  Mobliss 
company  have  entered  into  an  agreement 
!  to  develop  TMS  content  for  digital 
phones  and  other  wireless  devices. 

The  first  property  to  be  developed  will 
i  be  the  “Jumble”  game. 


Science  Monitor,  Inman  News  Features  (real- 
estate  information),  and  MidnightTrader 
(financial  news). ...  The  Sun  News  in  Myrtle 
Beach,  S.C.,  has  begun  running  a  comk  called 
“Sea  Urchins.”  The  strip,  by  Sun  News  illustra¬ 
tor  Jason  Whitley  and  Scott  Eckelaert  can  also 
be  seen  online  (http://www.seaurchins.net). ... 
Each  issue  of  the  Long  Island,  N.Y.-based 
South  Shore  Monthly  includes  a  cartoon  page 
featuring  comics  and  a  Bill  Crouch  article  about 
cartooning.  Last  nronth.  Crouch  wrote  about 
the  80th  birthday  of  the  Skeezix  character  in 
“Gasoline  Alley”  by  Jim  Scancarelli  of  Tribune 
Media  Services.  ...  CLM  Global  News  Group 
(http://www.clmglobal  .com)  will  release  its  first 
book  Thursday.  The  “CLM  Global  Guerrilla 
Guide  to  the  New  Media  Landscape”  is  for 
reporters  and  others _ “The  Better  Half” 


Pacific  Rim  commfjvtary 

OFFERED  BY  NEWS  SERVICE 
i  Tom  Plate,  who  writes  about  America’s  re¬ 
lationships  along  the  Pacific  Rim,  is 
being  distributed  by  Knight  Ridder/ 

!  Tribune  Information  Services.  His 
!  column  appears  in  newspapers  in  both 
i  the  United  States  and  Asia. 

I  Plate  is  a  former  editorial  page  editor 

i  of  the  Los  Angeles  Times. 

Business  writer  launches 

THIRD  SYNDICATED  COLUMN 
j  Barbara  Garro  is 
;  syndicating  her 
i  third  feature  —  a 
I  business  column 
called  “Coach  Talk.” 

Garro  (http:// 
www.Electric 
I  Envisions.com) 
i  also  does  the 
:  “Business  Talk”  Barbara  Garro 

and  “Book  Review”  Self-syndicated 
columns.  columnist 

‘Home-Energy’  column 
FINDS  A  HOME  WITH  KRT 

;  A  Q-and-A  column  about  saving  energy  is 
I  being  offered  by  Knight  Ridder/Tribune 
Information  Services. 

“Home-Energy”  is  written  by  Ken 
Sheinkopf  for  the  Orlando  (Fla.)  Sentinel. 


Fred  Lasswell,  who  worked  on  the 
“Barney  Groogle  and  Snufly  Smith” 
comic  strip  for  67  years,  has  died  at 
the  age  of  84.  See  p.  16, 


cartoonist  Randy  Glasbergen  of  King  has 
authored  a  book  of  computer  cartoons  called 
“Your  (^puter  Thinks  You're  An  Idiot!” 
(http://www.glasbergen.com).  ...The  “KidspoT 
daily  children's  feature  by  Dick  Rogers  of 

'  United  has  turned  20 _ Two  C^ipley  News 

Service  features  are  celebrating  anniversaries: 

'  the  “Contemporary  Collectibles”  column  by 
Linda  Rosenkrantz  is  15,  and  “Kids’  Home 
Newspaper”  by  John  Rose  is  10. ...  In  a  story 
i  line  beginning  April  16,  the  title  character  in 
'  “The  Amazing  Spider-Man”  by  Stan  Lee  of 
King  will  fight  Magneto,  the  archnemesis  of 
the  X-Men  in  the  recent  “X-Men”  movie. ... 
Real  Estate  Media’s  GlobeSt.com  site  and 
e-mail  “Newsbiast”  provide  real  estate-related 
I  content  to  commercial  real-estate  professionals 
'  and  media  outlets. 
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Hot  repoHers 

SEXANDTHE 
CITY  ROOM  DUE 


WHEN  THE  PRODUCERS  OF  AN 

upcoming  HBO  series  titled 
“The  Mind  of  the  Married 
Man”  had  to  come  up  with  jobs  for  the 
'  three  main  characters  —  whose  lives  are 
i  chronicled  as  they  “wrestle  with  fidelity” 

I  (according  to  one  report)  —  they  zeroed 
j  in  on  that  lust-laden,  Hol¬ 
lywood-ready  environment, 
i  a  Chicago  daily  newspaper. 

1  The  Sunday-night  series  is 
set  to  start  in  late  August. 

Spurred  by 
the  runaway 
success  of 
“Sex  and  the 

City,”  with  its  Neal:  Sex  in 

quartet  of  the  Second 

high-powered 
single  women  with  great 
hair  and  glam  jobs  who 
prowl  the  streets  of  New 
York  looking  for  relation¬ 
ships  that  are  at  least 
sexually  fillfilling,  HBO  has 
designed  a  male  version.  So 
into  the  mix  comes  news¬ 
paperman  Mickey  Barnes, 
played  by  Mike  Binder,  who 
also  created,  wrote,  and 
produced  the  pilot. 

Like  Carrie,  the  Sarah 
Jessica  Parker  character 
who  writes  a  weekly  news¬ 
paper  column  in  “Sex  and 
the  City,”  Mickey  is  also  a 
columnist  —  a  political 
columnist.  The  other  main 


HOTTYPE 

_ THE  BEST  —  AND  REST  —  OF  THE  PRESS 

Hve  gotten  4,()()0  e- mails. ...  Ive  been  ealled  things 
that  you  re  not  going  to  hear  in  ehureh.’' 

-  TIM  FRANKLIN,  “ORLANDO  (FLA.)  SENTINEL”  EDITOR,  ON 
REACTION  TO  REQUEST  FOR  EARNHARDT  AUTOPSY  PHOTOS 

♦  •  ...... 


Photo  of  the  week 

A  raCtl  mENCE 


JOHN  DAVID  MERCER,  MOBILE  (ALA.)  REGISTER 


characters  are  a  sportswriter  and  an 
editor,  according  to  Steve  Neal,  a  political 
columnist  for  the  Chicago  Sun-Times 
who  is  a  consultant  for  the  show. 

“Binder  is  a  real  aficionado  of  politics,” 
noted  Neal.  Binder  played  a  political 
consultant  to  the  Joan  Allen  character  in 
the  “The  Contender,”  but  before  that 


A  MYSTIC  STRIPER  TOSSES  MARDI  GRAS  BEADS  TO  THE  CROWD 

as  his  group  rolls  down  the  streets  of  Mobile  in  the  annual 
bacchanalian  celebration.  Photographer  John  David 
Mercer  heightened  the  bizarreness  of  it  all  using  a  14  mm  lens,  i/s- 
of-a-second  shutter  speed  @  aperture  2.8.  —  Greg  Mitchell 


starred  in  a  1999  film  called  “The  Sex 
Monster.”  Neal  has  met  with  him  and 
gone  out  to  Los  Angeles.  “The  producers 
call  me  about  once  a  week,  asking  about 
certain  details,”  Neal  revealed.  He 
claimed  to  have  seen  “Sex  and  the  City” 
only  once,  and  declined  to  comment  on 
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the  issue  of  philandering  journalists,  hut 
did  confirm  that  the  show  features  a 
faithful  reproduction  of  a  favorite  news¬ 
paper-guy  hangout,  Gene  &  Georgetti’s, 
under  the  Chicago  El.  “They  really  did  a 
great  job  —  even  got  the  same  paneling,” 
he  said.  Other  details  in  the  series  are  less 
accurate.  Binder’s  office,  he  jx)inted  out, 
“is  a  lot  neater  than  mine.” 

The  prospect  of  yet  another  newsroom 
setting  for  a  Hollywood  portrayal  of 


journalists  —  remember  the  micro- 
minied  Julia  Roberts  as  a  Chicago  cub 
reporter  in  “I  Love  Trouble”?  —  has 
baffled  more  than  a  few  in  the  Fourth 
Estate,  especially  in  Chicago.  “Listen,” 
wrote  Chicago  Tribune  columnist  Mary 
Schmich  recently,  “some  of  my  best 
friends  are  married  men  at  Chicago’s 
major  newspapers,  and  I  can  assure 
you  that  their  minds  are  never,  ever,  on 
anything  but  golf.”  —  Barbara  Bedway 


Let’s  go  to  the  video  tape 


Perez  serves  as  the  Union-Trib's  videog- 
rapher  when  he’s  not  working  as  a  Web  site 
producer.  Armed  with  a  digital  video  cam¬ 
era,  he  covers  sports  and  news  events. 

On  the  evening  of  March  5,  the  day  of  the 
Santana  High  School  shooting,  he  taped 
and  posted  a  package  of  interviews  with 
traumatized  students  and  friends  of  the 
alleged  gunman,  at  longer  than  sound-bite 
length.  More  video  clips  were  added  during 
the  week,  bringing  the  total  to  30  by 
Wednesday.  Perez  figures  video  verite 
makes  for  a  better  online  pack^e.  “With 
video,  you  can  bring  a  story  home  even 
more,”  he  said.  “If  a  picture  is  worth  a  thou¬ 
sand  words,  then  details  from  the  text  and 
images  and  full-motion  video  are  going  to 
be  worth  a  million.”  —  Randy  Dotinga 


STEVE  PEREZ,  THE  SAN  DIEGO  UNION-TRIBUNE 

WHEN  THE  REPORT  CAME  IN  OF  A  SCHOOL  SHOOTING 

just  20  minutes  away,  Steve  Perez  did  what  any  self- 
respecting  cameraman  would  do  —  he  hustled  to  the 
scene.  But  Perez  is  no  ordinary  newspaper  photog.  His  final 
product  never  sees  the  light  of  day  on  newsprint.  Instead,  it 
appears  almost  immediately  in  video  form  on  The  San  Diego 
Union-Tribune's  Web  site  (http://www.signonsandiego.com). 


lIFnAPA  tion  on  Internet  shopping 
IJ|L1JI_L%  and  in  its  sports  section  on 
lYll  the  XFL.  The  Los  Angeles 

Times  asked  his  opinion  of 
the  new  craze  in  storage  sheds.  Perhaps  his  most 
memorable  quote  appeared  in  a  New  York  Times 
opus  on  Big  Mouth  Billy  Bjiss:  “You  look  at  it  and 
the  intelligent  side  of  your  brain  says.  What  is  the 
world  coming  to?’  Then  the  other  side  of  your 
brain  says,  ‘Cool,  that  fish  just  looked  at  me.’” 

Thompson  calls  his  press  clippings  “any  acade¬ 
mic’s  dream  come  true.”  But,  he  told  Edgers, 
“Sometimes,  when  I  get  my  paycheck  and  I’m  feel¬ 
ing  guilty  that  my  job’s  too  easy,  I  just  think,  well, 
I  did  have  to  watch  ‘Bette’  and  The  Geena  Davis 
Show’  this  week.”  —  Greg  Mitchell 


WHO’S  America’s  hottest  pundit?  Not 
Bill  O’Reilly  or  Chris  Matthews,  but 
rather  a  Syracuse  University  professor 
named  Robert  Thompson.  A  recent  Lexis-Nexis 
search  by  Salon.com’s  Geoff  Edgers  found  a 
Thompson  quote  running  “in  some  publication  at 
least  once  a  day  —  not  in  academic  journals  but  in 
virtually  every  newspaper  in  the  country.” 

Thompson  heads  the  Center  for  the  Study  of 
Popular  Culture,  and  reporters  encourage  him  to 
cast  his  net  wide.  On  a  single  day  in  February,  he 
was  quoted  in  The  New  York  Times'  “Circuits”  sec- 


Take  me  to  the  spinner. 
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Ethics  Comer 

PRESS-BOX  BIGOlf? 


Covering  New  York  sports  hasn’t  been  all  fun  and  games  lately 


Mike  Freeman,  an  African-American  sports 
columnist  for  The  New  York  Times,  believes 
the  Big  Apple  is  infested  with  jealous,  sexist, 
bigoted  sportswriters  with  barely  a  whisper 
of  talent. 

“Sports  is  the  least  policed  beat  in  journalism,”  Freeman  said.  “We 
cover  up  all  our  problems.  We  are  such  hypocrites.  We  love  attack¬ 
ing  other  people.  But  we  need  to  fix  our  own  houses.  It’s  a  disgrace.” 


Freeman  is  convinced  white  vmters  see 
their  black  colleagues  as  apologists  for 
black  athletes,  and  he  alleges  that  women 
are  sexually  harassed  in  the  press  box  and 
often  accused  of  seeking  liaisons  with  the 
male  players  they  cover. 

The  big,  ugly  picture 
Freeman  paints  reeks  of  some 
truth.  Women  have  a  hard 
time  in  the  male-dominated 
world  of  sports,  and  there 
aren’t  nearly  enough  minori¬ 
ties  in  sports  departments. 

Freeman’s  rage  is  not 
new.  He  took  on  the  New 
York  sports  world  Oct.  30  on 
Sportspages.com,  where  he 
accused  some  white  journalists  of 
ridiculing  his  stories  for  racial  reasons 
and  because  they  were  lazy. 

But  Freeman  also  has  some  things  to 
answer  for. 

In  his  Internet  assault  on  his 
colleagues,  he  relied  on  anonymous 
sources,  his  targets  were  not  given  a 
chance  to  reply,  and  he  refused  to  admit 
to  mistakes  when  there  was  proof  he 
might  have  wronged  someone. 

Freeman’s  Sportspages.com  critique 
has  staying  power.  Some  white  writers 
worry  their  careers  might  suffer  because 
they  were  identified  as  mean-spirited 
by  a  star  black  columnist  of  The  New 
York  Times.  Not  to  mention  what 


their  readers  might  think. 

That  was  why  Steve  Ruinslq^,  sports 
editor  of  Melville,  N.Y.-based  Newsday, 
and  Leon  Carter,  sports  editor  of  the  New 
York  Daily  News  and  chair  emeritus  of 
the  National  Association  of 
Black  Journalists  sports  task 
force,  called  and  wrote  Times 
Sports  Editor  Neil  Amdur  to 
complain.  Amdur  argues 
that  the  Times  should  not  be 
connected  to  Freeman’s  Web 
piece.  But  Freeman  was  tagged 
as  a  Times  writer  on  the  site. 

Freeman  also  accused 
Newsday  writer  Bob  Glauber 
of  making  a  sexist  remark  that 
upset  an  anonymous  woman  who  turned 
out  to  be  Judy  Battista,  a  Times  writer.  “I 
heard  Glauber  tell  Judy  she  dressed  like  a 
flight  attendant,”  said  Freeman. 

Battista  tells  a  different  story. 

“That’s  not  what  Bob  Glauber  said,” 
Battista  insisted.  “I  was  wearing  a  big 
scarf,  and  he  said,  kiddingly,  that  it  looked 
like  an  airplane  blanket.  He’s  a  good 
fnend.  He  can  say  what  he  wants.” 

Even  though  Freeman’s  Web  article 
has  been  the  talk  of  the  New  York  sports- 
writing  community,  none  of  the  papers 
whose  writers  were  involved  have 
published  any  stories  about  it. 

The  controversy  became  public  because 
of  a  quote  Freeman  attributed  to  New 


York  Jets  Coach  Al  Groh  in  an  Oct.  25 
Times  column  published  after  a 
nationally  televised  Monday  night 
football  game.  Freeman  reported  that 
Groh  told  his  team  during  a  halftime 
harangue  “that  the  nation  was  watching 
a  bunch  of  pathetic  losers”  as  a  way  to 
motivate  them  to  a  miracle  win  against 
the  Miami  Dolphins.  After  his  column 
ran.  Freeman  claimed  five  white  Jets  beat 
writers  —  Mark  Cannizzaro  of  the  New 
York  Post,  Rich  Cimini  of  the  Daily  News, 
Randy  Lange  of  The  Record  in  Hacken¬ 
sack,  N.J.,  Barry  Wilner  of  The  Associated 
Press,  and  Glauber  of  Newsday  — 
conspired  to  get  Groh  to  deny,  at  a  press 
conference,  the  “pathetic  losers”  line. 

But  there  was  no  question  Groh  would 
deny  it  because  he  insists  he  didn’t  say  it. 

Afterward,  AP’s  Wilner  celebrated 
noisily,  according  to  Freeman,  who  said 
senior  AP  sportswriter  Dave  Goldberg  later 
telephoned  the  Times  columnist  to  apolo¬ 
gize  for  the  behavior  of  his  colleague.  Why? 
Freeman  said  Goldberg  was  reacting  to  a 
racially  inspired  episode.  The  white  writers 
say  Freeman  is  wrong,  and  Goldberg  says 
AP  won’t  let  him  talk  about  it. 

There  are  other  issues.  Freeman 
identified  Cannizzaro  as  part  of  the 
conspiracy  to  knock  down  his  Times 
story  even  though  the  Post  writer  wasn’t 
at  Groh’s  news  conference. 

The  Daily  News'  Carter  said  his 
reporter,  Cimini,  and  the  other  white 
journalists  were  not  ganging  up  on 
Freeman  when  they  asked  Groh  about 
the  disputed  “pathetic  losers”  quote. 

“Mike  Freeman  is  a  very  good  reporter,” 
Carter  said.  “He  raised  some  legitimate 
questions  about  racism  in  his  Internet 
article.  That  ‘pathetic  losers’  quote  was  a 
nugget.  The  pack  did  not  get  it.  They  had 
to  ask  Groh  about  it.” 

After  four  months  of  silence,  Groh, 
now  football  coach  at  the  University  of 
Virginia,  telephoned  to  set  the  record 
straight.  He  said  he  did  not  call  his 
team  “pathetic  losers.”  But  he  conceded 
one  of  the  players  might  have  mistakenly 
said  he  did. 

“A  lot  of  things  get  said  in  the  emotions 
of  a  locker  room  that  maybe  somebody 
did  not  get  right,”  Groh  explained.  “I  am 
not  speaking  to  that  fact.  I  cim  here  to  say 
I  never  said  that.”  H 
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